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Emerging Challenges –
Business Travel
• Expanding expectations
• Rising travel costs
• Integration / Control

• End-to-End Process /
System Efficiency
• Slow technology take up –
especially mobile solutions
• Preference for Face-toFace over virtual meetings

Emerging Challenges –
Business Travel
• Dynamic total expense
visibility
• Leveraging ancillary /
discretionary spending
• Real-time decision making
• Behavioural Incentives /
Gaming
• Soft compensation
• Total trip management
• Travel facilitator / enabler

Traveller Expectations
and the Guest Experience are
Evolving Rapidly...

Which features of the airport environment do you find to be
most unpleasant or stressful?
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Hotel guests will expect their stay to be
personalised around a set of choices they make at
the time of booking or prior to arrival
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Travellers are
Becoming
Data Savvy

Business Traveller Priorities
56% want a ‘home away from home’
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Mobile, Mobile, Mobile
Business Traveller Priorities
Flight status (94%)
Boarding alerts (70%)
Rebook flights (~70%)
Seat upgrade availability (63%)

Standby status / terminal maps (~57%)
Gate to gate directions (~50%)
80% of Non-users would accept mobile
boarding passes
28% satisfied with in-flight WiFi
32% happy with Airport WiFi
Source: FlightView Survey

Authentic Experiences

Environmentally Responsible

Sustainability

Environmental considerations will play an increasing role in
the choice of business and leisure hotels.
606 Respondents

Crowne Plaza Copenhagen Towers –
Solar Power, Geothermal Well, Eco-rooms

‘Future Proofed’ Organisations
Work on 3 Horizons in Parallel

1-12 Months

1-3 Years

4-10+ Years

Operational
Excellence

Drive for
Growth

Creating
the Future

The Future is Getting Faster...

...and Being Created Now

Disruptive is the New Normal

e.g. Qualcomm $10M Tricorder X-Prize

Orthodoxies are Being Overturned e.g.
Superfast Construction –
Ark Hotel - Dongting Lake - China

Preparing for Climate Change
e.g. Rotterdam Floating City

Citizens Have an Expanded Role e.g.
Crowd Funded Bridge - Rotterdam

Automation is Accelerating…

....and eliminating jobs

‘Magic’ and Science are Blurring

From Hypersonic to Hyper-Slow Air Travel Options will Expand

New Paradigms are Emerging –
e.g. Hyperloop

Autonomous Vehicles

Key Sectors - New Materials, Nanotechnology,
Biotechnology, NBIC Convergence, and
Atomically Precise Manufacturing

Our Technologies are Evolving
From Portable and Mobile ...

...to Wearable...

...to Embedded

Wearable Technology –
Enhancing the Traveller Experience?

... to Grown and Grafted...

…and totally Connected via
‘The Internet of Everything’

“What happens when the smartest thing in the room is the room itself?”
Madeleine Albright

AI - Artificial Intelligence

Speech / gesture / image recognition, integrated analytics, knowledge management,
image / video / voice mining, client self-service, intelligent documents, expertise
systems, collaboration, secure email, virtual assistants, intelligent agents and
collective intelligence

Innovation –
4D Printing / Intelligent Objects

Genetic / Proteomic Security

Gamification to Drive Behaviour

Using Crypto (Digital) Currencies

Intelligent Agents

Intelligent Interfaces

Universally Translated

Really Smart (and Sensitive) Phones

Everything Becomes a Display
e.g. Fingernail Displays

Multi-D / Immersive Booking

Blurred Lines –
Deep Technology Immersion

Recycling Body Heat

Not For Wimps Gaming Seat

Vitalising Zone (Airbus)

Social Interaction Zone (Airbus)

Smart Tech Zone (Airbus)

Virtual Reality

Total Immersion

Unlocking the Brain

Thought /
Memory
Transfer

Full Experience Capture

New Strategies and Business
Models for Travel are Emerging

Next Gen Qantas Check-In

Heathrow - Positive Boarding

Passenger Convenience

Enhancing the Experience e.g.
Copenhagen Augmented Reality

Customer
Centred
Solutions e.g.
Helsinki Lounge

Oceanic Concierge

‘Agony and Ecstasy’
Based Search

Flight Personalisation –
SeatExpert / SeatGuru

Hotel Personalisation - Room 77

Option Simplification - Hotel Tonight

Transparency and Price Guarantees

Reverse Auction - Back Bid

In-Flight Upgrade Auctions

Winning in a ‘VUCA’ World

The Future –
Evolution of the Role?

Ancillary Services – The Future of
the Travel Agent / Manager?
Destination
Leisure and
Dining

Tours and
Experiences

Concierge
Services
Ground
Transport
Upgrades

Airport
Experiences
– dining, spa,
gaming,
lounge
access

Retail
Offers
Bundled
Propositions

Hakka Tulous - Fuyulou, Fujian

Cathedral-sized Cave –
Homa Chateau, Guilin

Oxygen Room - China World
Hotel, Beijing

Future of Business Events

Imex Power of 10 Study:
The Future Event
Experience – Key
Priorities of Survey
Respondents

76% ROI
59% Personalisation
51% Interactive Learning
Future
Delegate
Expectations

48% Pre/Post-Engagement
48% 15-20 Min ‘TED’ Talks

Desired
Future
Innovations

Event
Design
Priorities

41% Delegate Led Content

61% Cost Reduction
54% Quality & Novelty
43% Shorter Lead Times

Design of the
Learning
Experience
59% Build Delegate Insight
55% Deepen Dialogue
52% Tailored Speeches

To reduce vulnerability to economic cycles, the industry
must demonstrate tangible return on investment for
event owners, delegates, sponsors, exhibitors and other
key stakeholders
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Corporate Events – What will the key drivers be in the
design of corporate events over the next decade?

Multiple goals e.g. motivation,
education, external relationship
building and PR

Experimentation with new
n
formats to
accelerate learning
tivity and chang
tivity
change
learning, creat
creativity

Use of events to build brand ide
identity
and develop ‘sticky’ customer
c
and
partner relation
relationships
nships

Association Events – What will the key drivers be in the
design of association
next decade?
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Management Make Time and Space for Change

Management Tackling Complexity
• Process
• Organisation

• Information /
Systems
• Regulatory
• Human

Conclusion - 3 Horizon Thinking

• 12 Months

• 1-3 Years
• 4-10+ Years

Thank You

About Fast Future

Fast Future –
Core Services
• Live Events - Speeches, briefings and workshops for executive
management and boards of governments, investment funds,
development agencies , companies, airlines, airports, hotels, venues,
CVB’s and associations
• Future Insights - Customised research on emerging trends, future
scenarios, technologies and new markets

• Immersion - ‘Deep dives’ on future trends, market developments,
emerging issues and technology advances
• Strategy - Development of strategies and business plans
• Innovation - Creation of business models and innovation plans
• Engagement - Consultancy and workshop facilitation

Fast Future
•
•
•

Research, consulting, speaking, leadership
5-20 year horizon - focus on ideas, developments, people,
trends and forces shaping the future
Clients
– ING, ABN Amro, Laing O’Rourke
– Marks and Spencer
– Airports - Aeroports de Paris / Schiphol Group
– Vancouver Airport Services
– Industry Associations – ICCA, ASAE, PCMA, MPI
– Corporates - GE, Nokia, Pepsi, IBM, Intel, Orange,
O2, Siemens, Samsung, GSK, SAPE&Y, KPMG,
Amadeus, Sabre, Travelport, Travelex, ING,
Santander, Barclays, Citibank, DeutscheBank
– Governments - Dubai, Finland, Nigeria, Singapore,
UK, US
– Convention Bureaus – Seoul, Sydney, London, San
Francisco, Toronto, Abu Dhabi, Durban, Athens,
Slovenia, Copenhagen
– Convention Centres – Melbourne,
Adelaide, Qatar, QEIICC
– Hotels - Accor Group, Preferred,
– Intercontinental
– PCO’s - Congrex, Kenes

Our Services
Bespoke research; Identification &
Analysis of Future Trends, Drivers &
Shocks
Public Speaking, InCompany Briefings,
Seminars and
Workshops
Personal Futuring for
Leaders and Leadership
Teams

Design & Facilitation of
Innovation, Incubation
& Venturing
Programmes

Accelerated Scenario
Planning, Timelining &
Future Mapping

Expert Consultations &
Futures Think Tanks
Identification of
Opportunities for
Innovation and Strategic
Strategy Creation & Investment
Development of
Implementation
Roadmaps

Example Projects
•

Public and private client research e.g. :
–

Reinventing the Airport Ecosystem

–

Development of Market Scenarios, emerging trends and strategies for key clients

–

Government and OECD Scenario Projects – e.g. Migration 2030, Future of Narcotics, Chemical Sector, Family 2030

–

Scenarios for the global economy for 2030 and the implications for migration

–

Designing Your Future (Published August 2008) – book written for the American Society of Association Executives & The
Center for Association Leadership

–

Global Economies – e.g. The Future of China – the Path to 2020

–

The Shape of Jobs to Come – Emerging Science and Technology Sectors and Careers

–

Winning in India and China

–

The Future of Human Resources

–

Exploiting the Future Potential of Social Media in UK Small to Medium Enterprises

–

Convention 2020 – the Future of Business Events

–

Future Convention Cities Initiative – Maximising Long-term Economic Impact of Events

–

One Step Beyond – Future trends and challenges for the events industry

–

Hotels 2020: Beyond Segmentation – Future Hotel Strategies

–

The Future of Travel and Tourism in the Middle East – a Vision to 2020

–

Future of Travel and Tourism Investment in Saudi Arabia

Hotels 2020 – Objectives
• Identify key drivers of change
for the globally branded hotel
sector over the next decade
• Examine the implications for:

¾ Hotel strategy
¾ Brand portfolio
¾ Business models

¾ Customer targeting
¾ Innovation

Rohit Talwar
•

Global futurist and founder of Fast Future Research.

•

Award winning speaker on future insights and strategic
innovation – addressing leadership audiences in 40 countries on
5 continents

•

Author of Designing Your Future

•

Profiled by UK’s Independent Newspaper as one of the Top 10
Global Future Thinkers

•

Led futures research, scenario planning and strategic
consultancy projects for clients in telecommunications,
technology, pharmaceuticals, banking, travel and tourism,
environment, food and government sectors

•

Clients include 3M, BBC, BT, BAe, Bayer, Chloride, DTC De
Beers, DHL, EADS, Electrolux, E&Y, GE, Hoover, Hyundai, IBM,
ING, Intel, KPMG, M&S, Nakheel, Nokia, Nomura, Novartis,
OECD, Orange, Panasonic, Pfizer, PwC, Samsung, Shell,
Siemens, Symbian, Yell , numerous international associations
and governments agencies in the US, UK, Finland, Dubai,
Nigeria, Saudi Arabia and Singapore.

•

To receive Fast Future’s newsletters please email
rohit@fastfuture.com

Designing Your Future
Key Trends, Challenges and Choices
• 50 key trends
• 100 emerging trends
• 10 major patterns of change
• Key challenges and choices for
leaders

• Strategic decision making framework
• Scenarios for 2012
• Key futures tools and techniques
• Published August 2008

• Price £49.95 / €54.95/ $69.95
• Email invoice request to
rohit@fastfuture.com

Image Sources

Image Sources p.1
Page:
1. Left, right:
http://twistedsifter.files.wordpress.com/2012/02/multiple-exposure-airplane-take-off-hannover-airport-ho-yeolryu.jpg
http://siliconrepublic.com/fs/img/big%20data%20650%20shutterstock_104929805.jpg
3. http://www.mondolithic.com/wp-content/uploads/2010/10/AleXtranshumanGray.jpg
4. Top, bottom:
http://angelmg.com/wp-content/gallery/bingo-players-at-hakkasan-las-vegasnightclub/20130511_hakkasan_webap145.jpg
http://a.abcnews.com/images/Travel/gty_flight_delay_mi_130423_wmain.jpg
5. http://www.thaiairways.com/thai-services/in-the-air/img/CabinSeat_feature_Royal_First.jpg
6. Clockwise:
http://i.usatoday.net/communitymanager/_photos/today-in-the-sky/2009/12/30/check-inx-large.jpg
http://i.telegraph.co.uk/multimedia/archive/01962/advice_1962357b.jpg
http://www.csmonitor.com/var/ezflow_site/storage/images/media/images/1121-obama-clinton-ontsa.jpg/9066895-2-eng-US/1121-obama-clinton-on-tsa.jpg_full_600.jpg
7. http://gadgetheat.com/wp-content/uploads/2008/05/surf-chair.jpg
8. http://www.plumvoice.com/blog/wp-content/uploads/2012/08/deeplearning.gif
9. http://www.babusinesslife.com/Media/images/F0110H---British-Airways-Business-Life---Future-Travellers-byJustin-Metz-aac1a06a-5eb3-415b-9ad9-6634d4d0c91b.jpg

Image Sources p.2
10.

11.

12.

13.
15.

16.

17.

Top, bottom:
http://www.traveldailymedia.com/wp-content/uploads/2012/05/Mobile-Traveller2.jpg
http://i895.photobucket.com/albums/ac154/FlyingFinn_photo/Tallinn_Tampere_Kuusamo_02_2011/Arlanda_Departure_1.jpg
Left, right:
http://www.skimbacolifestyle.com/wp-content/uploads/2012/05/discover-thailand.jpg
http://www.campaignbriefasia.com/assets_c/2013/09/Mon2%20ads-16-thumb-400x286-127353.jpg
Clockwise:
http://thedigitaldetox.org/wp-content/uploads/2012/08/UPDATED-HEADER-DD.jpg
http://i.huffpost.com/gen/1301350/thumbs/o-DETOX-facebook.jpg
http://www.theage.com.au/executive-style/strive/digital-detox-the-rise-of-techfree-tourism-20121106-28v7t.html
http://www.wallpaperex.com/wallpapers/green_environmental_issues_mac_wallpapers_hd_634101_jpeg-wide.jpg
Clockwise:
http://www.greenlaunches.com/awareness-and-hype/burn_your_fat_and_generate_electricity_with_exercise_bikes_in_scandinavian_hotel.php
http://images.citybreak.com/Image.aspx?imageid=148802
http://images.gizmag.com/hero/crowne-plaza-energy-bike.jpg
Left , right:
http://www.a3h.org/images/TARP.jpg
http://webexplorations.com/blog/?paged=3
http://www.kgwings.com/hawkeye/hawkeye05.jpg
https://s3.amazonaws.com/pieronline-studentexperience/accounts/1/Communication/99/4388_social-media-university_mid_original.gif

Image Sources p.3
18. Inside out; clockwise:
http://img.timeinc.net/time/magazine/archive/covers/2009/1101091207_400.jpg
http://blog.engglib2.upd.edu.ph/wp-content/uploads/2009/03/newsweek4.jpg
http://batonrouge.myhomecareblog.com/files/2011/07/active_seniors4.jpg
http://www.energyrefuge.com/blog/wp-content/uploads/solar_power.jpg
http://www.imperial-consultants.co.uk/files/biopharmaceuticals.jpg
http://www.nanotechnologyinvesting.us/images/nanotechnology-480.jpg
http://cdn.lightgalleries.net/4bd5ec0d18599/images/Cocoon_05-2.jpg
http://fusionanomaly.net/evolve.jpg
http://yogizendude.com/wp-content/uploads/2009/05/vertical_farm.jpg
19. http://www.qualcommtricorderxprize.org/
20. http://www.dailymail.co.uk/news/article-2083883/Ark-Hotel-construction-Chinese-built-30-storey-hotel-scratch-15-days.html
21. http://4.bp.blogspot.com/-bZbkHqpfVQc/UPnvHGdjdJI/AAAAAAAAhCQ/h7ZeBi6jTeo/s1600/floatingrotterdam1.jpg
22. http://inhabitat.com/rotterdams-wooden-luchtsingel-footbridge-is-a-fantastic-piece-of-crowdfunding-architecture/
23. http://gizmaestro.com/wp-content/uploads/2011/09/Foxconns-Future-Robots.jpg
24. Top, bottom:
http://www.newsyaps.com/wp-content/uploads/2013/03/digital-brain.jpg
http://www.pakalertpress.com/wp-content/uploads/2012/06/Transhuman-Symbolism-in-Prometheus.png
25. http://weburbanist.com/wp-content/uploads/2009/04/concept_planes_main.jpg
26. http://s3files.core77.com/blog/images/2013/05/high-speed-tube-01.jpg
27. http://www.instablogsimages.com/1/2011/10/03/bmw_autonomous_car_dtcci.jpg

Image Sources p.4
28.

29.
30.

31.

33.

34.
35.
36.
37.
38.
39.
40.
41.

Clockwise:
http://www.rumormillnews.com/pix5/nbic8.jpg
http://crnano.org/srg-iii-pov-animation2.gif
http://www.sts-biotech.com/yahoo_site_admin/assets/images/biotech.325175544_std.jpg
http://www.sciencenews.org/view/download/id/39865/name/Graphene_from_gases_for_new_bendable_electronics_
http://cdn.ientry.com/sites/webpronews/article_pics/avatar2045.jpg
Left, right:
http://quietfurybooks.com/blog/wp-content/uploads/2012/09/original-cell-phone.jpg
http://www.universalexports.net/Movies/Graphics/18-gadgets/cellphone2.jpg
Clockwise:
http://cdn2.ubergizmo.com/wp-content/uploads/2013/01/Google_Glass_features_in_flux.jpeg
http://naturescrusaders.files.wordpress.com/2010/07/brain-computer-alsno-lead-art1.jpg
http://dustinkirk.com/blogpicsBig/Emotiv_Headset.jpg
Left, right:
http://visianinfo.com/wp-content/uploads/DVF-GLASSES-525x351.jpg
http://images.smh.com.au/2013/03/23/4134200/art-baggage-20claim-620x349.jpg
http://www.mondolithic.com/wp-content/uploads/2010/02/You-Are-Only-Coming-Through-In-Waves.jpg
http://smartdesignworldwide.com/thinking/wp-content/uploads/internetofthings_480x324_final.jpg
http://overthemoonscifi.files.wordpress.com/2012/06/brain-mind.jpeg
http://neweconomyyou.com/wp-content/uploads/2012/05/energeticcommunication.jpg
http://scienceline.org/wp-content/uploads/2007/01/genes.jpg
http://online.altitude.com/Portals/27327/images/leaderboard%20gamification.jpg
http://im.ft-static.com/content/images/c416afb0-a5b9-4506-950c-12d6ecd0b8d5.img
http://neweconomyyou.com/wp-content/uploads/2012/05/energeticcommunication.jpg

Image Sources p.5
42. http://www.bluesci.org/wordpress/wp-content/uploads/2011/09/computer+speech+_Jamie+Marland_-2.jpg
43. http://www.hackcollege.com/wp-content/themes/HackCollege/images/timthumb.php?src=http://www.hackcollege.com/wpcontent/uploads/2012/11/UniversalTranslator-1.jpg&w=780
44. http://www.mondolithic.com/wp-content/uploads/2009/02/gossip.jpg
45. http://i1091.photobucket.com/albums/i395/friendsmania-net/Fm%20Gupshup%20forum/245114xcitefun-time-on-nails-01.jpg
46. http://www.secondlifeupdate.com/wp-content/uploads/2009/09/VirtualCountries.jpg
http://www.imahnahome.com/wp-content/uploads/2012/02/Desian-rooms-in-3D-Design-With-Pantone-Hotel-Brussels-Belgium-04-picture.jpg
47. http://www.plumvoice.com/blog/wp-content/uploads/2012/08/deeplearning.gif
48. http://www.dailymail.co.uk/news/article-2342951/Future-flight-flight-fancy-Students-showcase-futuristic-concepts-like-bio-fueled-jet-engines-bodyheat-powered-cabin-lights-air-hockey-inspired-luggage-loaders.html
49. Left, right:
http://airfax.com/blog/wp-content/uploads/2011/04/NotForWimps.jpg
http://3-ps.googleusercontent.com/x/www.trendhunter.com/cdn.trendhunterstatic.com/thumbs/xaircraft-inflight-gaming-seat-chairdesign.jpeg.pagespeed.ic.1iTdmzS5up.jpg
50. http://www.airbus.com/typo3temp/pics/f3462d363f.jpg
51. http://www.airbus.com/fileadmin/media_gallery/photogallery/big/800x600_1308045269_The_future_by_Airbus_-_Interaction_Zone_-_Golf.jpg
52. http://www.designboom.com/weblog/images/images_2/jenny/airbus2050/airbus2050concept02.jpg
53. http://www.futuretechnology500.com/index.php/future-virtual-reality/
54. http://www.streamhead.com/wp-content/uploads/2008/04/virtual_reality.jpg
55. http://www.streamhead.com/wp-content/uploads/2008/04/virtual_reality.jpg
56. www.mondolithic.com
57. http://www.mondolithic.com/wp-content/uploads/2008/05/focus-italy_monkey-controls-robot.jpg
58. http://www.toptenz.net/wp-content/uploads/2011/05/The-Taj-Mahal.jpg
59. http://www.journeylatinamerica.co.uk/uploaded_images/country_LargeImages/Galapagos/galapagos-iguana-1-large.jpg

Image Sources p.6
60.
61.
62.
63.
64.

65.
66.
67.
68.

69.
70.
71.
72.
73.
74.
75.
76.

http://www.altfg.com/blog/actors/susan-sarandon-brad-pitt-angelina-jolie/
http://resources3.news.com.au/images/2012/06/22/1226405/498583-tap-money.jpg
http://www.designboom.com/weblog/cat/8/view/11002/marc-newson-next-generation-check-in-for-qantas.html
http://cdn.itproportal.com/photos/heathrow-positive-boarding_contentfullwidth.jpg
Inside out,: clockwise:
http://www.defaiya.com/defaiyaonline/index.php?option=com_content&view=article&id=838&Itemid=70&lang=en
http://www.guenthermetzger.com/wp-content/gallery/red-cab/red_cab_24032011_3010.jpg
http://blog.apex.aero/cms/wp-content/uploads/2012/02/TAP_Personalised-Assistance.jpg
http://boardingarea.com/blogs/lufthansaflyer/2012/06/28/a-la-carte-dining-with-austrian-airlines-and-do-co-order-your-meal-before-your-flight/
http://hindifilmnews.com/wp-content/uploads/2011/05/john-abraham-sky-bags-2.jpg
http://www.argophilia.com/news/wp-content/uploads/2011/03/copenhagen-airport-app.jpg
http://www.terminalu.com/europe/helsinki-airports-new-lounge-is-designed-to-remind-you-of-home-literally/22379/
http://www.ustwo.co.uk/blog/the-future-of-in-flight-part-two-the-concierge-concept/
Left, right:
http://www.apex-foundation.org/wp-content/uploads/hipmunk-same-price-better-flight.png
http://www.bossstart.com/wp-content/uploads/2011/03/Hipmunk.jpg
http://www.cntraveler.com/dam/blogs/perrinpost/photos/uncategorized/2008/02/11/seatexpertcom.png
http://www.tnooz.com/wp-content/uploads/2011/09/room-77-hong-kong.jpg
http://mashable.com/2012/12/07/innovation-index-travel/
http://www.tecnohotelnews.com/2012/05/puede-cambiar-tingo-el-modelo-de-comercializacion-de-los-hoteles/
http://www.frugaltravelguy.com/wp-content/uploads/2012/04/backbid.png
http://www.jaunted.com/files/6193/FareLockCO.jpg
http://d13z1xw8270sfc.cloudfront.net/origin/187940/china_southern_airlines_boeing_787-81b_dreamliner_b-2727_ai148_34925_43.jpg
http://www.wisdomatwork.com/wp-content/uploads/VUCA-Image-for-WisdomAtWork.jpg

Image Sources p.7
77.
78.
79.
80.
81.
82.
84.
85.

86.

87.
88.
89.

http://gillespie411.files.wordpress.com/2012/07/travel-manager-to-chief-travel-enabler.png
http://vacationcom.files.wordpress.com/2011/10/travel-agent-of-the-future.jpg
http://travel.cnn.com/shanghai/life/chinas-10-most-unusual-hotel-features-987867
http://travel.cnn.com/shanghai/life/chinas-10-most-unusual-hotel-features-987867
http://travel.cnn.com/shanghai/life/chinas-10-most-unusual-hotel-features-987867
http://www.ttgasiamedia.com/img/bg/event.jpg
http://www.crandsustainability.telefonica.com/en/transparency_dialogue/skateholders.php
Clockwise:
http://blog.aveventsolutions.com/blog/news-and-tips/virtual-or-in-person-meeting-what-makes-sense-when
http://msp.nutickets.com/brandbuilding
http://www.avanderw.co.za/potential-fields-multiple-agents-multiple-goals/
Clockwise:
http://mastersincommunication.org/wp-content/uploads/communication-skills.jpg
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Background Notes

Digital Detox Holidays
•

The Age (2012) suggests that tech-free tourist destinations are gaining
popularity among business travellers looking for a true detox from the digital
world.

•

The need for digital peace accounts for the rise in "tech free tourism" as

reported by a recent Australian study from the University of Wollongong.
•

The study shows that the stress hormone, cortisol, can instantly rise when a
person is confronted by mobile phone conversations, the tapping of laptop
keyboards and the sound of a ringing phone.

•

Therefore, guests that chose to break the rule "no mobile phones outside of
guest rooms at the Chiva Som Wellness Retreat in Hua Hin in Thailand are
asked to leave.

Source: The Age, 11/03/2013: http://www.theage.com.au/executive-style/strive/digital-detox-the-rise-of-techfree-tourism-20121106-28v7t.html

Digital Detox Holidays

http://mashable.com/2012/12/07/innovation-index-travel/

Digital Detox Holidays
•

Digital Detox Holidays - Digital overload is the new normal, a break from
our gadgets and sensory overload is becoming increasingly important.

•

Even airlines are taking big strides in adding WiFi to flights and taking away
brief moments of respite.

•

But some hotels, resorts and destinations are now beginning to market
"digital detox" holidays, realizing a market opportunity.

•

For example, hotel Monaco in Chicago has a "tranquillity suite” and a “tech
break” package.

Source: Mashable, 07/12/12: http://mashable.com/2012/12/07/innovation-index-travel/

Digital Detox Holidays
•

The eco safari camp Sal Salis on the shores of Ningaloo Reef in Western
Australia also proudly boasts no televisions and no telephones. Guests
immerse themselves in the clear reef waters on their tent doorstep and
meander in the Cape Range National Park.

•

Islands are the obvious choice for tech-free tourism.

•

Queensland's luxury Lizard Island is also proud of their no mobile phone
coverage status on their 24 private beaches.

Source: The Age, 11/03/2013: http://www.theage.com.au/executive-style/strive/digital-detox-the-rise-of-techfree-tourism-20121106-28v7t.html

The Ark Hotel
•

Builders in China put up the Ark Hotel - a 30-storey 183,000-square-foot
hotel in 15 days / 360 hours. None of the workers suffered any injuries
during the construction process.

•

The hotel was built on Dongting lake in the Hunan Province, by Broad
Group, a Chinese construction company which specialises in sustainable
architecture. Tests suggest that the building should be able to withstand a
magnitude 9 earthquake. The China Academy of Building Research claims

the hotel is five times more quake-resistant than conventional buildings.
•

All the materials were prefabricated and sections were built to specification
off-site, so there was very little wastage during the construction process.

Source: Daily Mail, 09/01/2012: http://www.dailymail.co.uk/news/article-2083883/Ark-Hotel-construction-Chinese-built-30-storey-hotel-scratch-15-days.html

The Ark Hotel
•

Reportedly, the builders took just 46 hours to finish the main structural
components and another 90 hours to finish the building enclosure.

•

The structure is soundproofed and thermal-insulated. There is air quality
monitoring in every room.

•

The pervious record of the same firm is was a smaller 15-story building
constructed in just six days.

Source: Daily Mail, 09/01/2012: http://www.dailymail.co.uk/news/article-2083883/Ark-Hotel-construction-Chinese-built-30-storey-hotel-scratch-15-days.html

Sky City (proposed), China; Burj Khalifa, Dubai; Abraj Al Bait Towers, Saudi Arabia
http://edition.cnn.com/2013/07/24/travel/sky-city-breaks-ground/index.html

Sky City
•

The 838-meter (2,749 feet) Sky City broke ground in Changsha in central China
on July 20. (1)

•

Initially the construction company expected to finish the construction within 10
months - by April 2014. (1)

•

The Broad Group, Changsha-based construction company is in charge of the
project. (1)

•

Many experts and local citizens objected to the proposed construction plan. (1)

•

Other experts claim that the building would appear to herald a new age in
Chinese construction, one in which tall, fast builds become common. (1)

•

Gizmodo reports that in August 2013 Chinese officials halted the project
indefinitely. (2)

Source: 1CNN, 25/07/2013: http://edition.cnn.com/2013/07/24/travel/sky-city-breaks-ground/index.html
2 Gizmodo, 28/08/2013: http://gizmodo.com/chinas-radical-plan-to-build-the-worlds-tallest-build-510487766/1222665746

Sky City
•

Other projects under construction in China include:

•

Shanghai Tower, Shanghai (632 meters, completion in 2014)

•

Goldin Finance 117, Tianjin (597 meters, completion in 2015)

•

Ping An Finance Center, Shenzhen (660 meters, completion in 2016)

•

Greenland Center, Wuhan (636 meters, completion in 2017)

•

Golden Rooster Tower, Suzhou (700 meters, yet to be confirmed)

Source: CNN, 25/07/2013: http://edition.cnn.com/2013/07/24/travel/sky-city-breaks-ground/index.html

http://qz.com/68780/architects-are-starting-to-3d-print-houses-but-without-a-house-sized-printer/

3D House Printing
•

The Dutch architect Janjaap Ruijssenaars plans to 3D print buildings
inspired by the Earth’s landscape. He hopes to create the buildings, which
he estimates will cost 4-5 million euros (£3.3- £4.2m). The buildings will
resemble a giant mobius strip.

•

Ruijssenaars is working together with large-scale 3D printing expert Enrico
Dini whose industrial sized 3D printer uses sand and a special binding
agent to create a "marble like material" stronger than cement.

•

Ruijssenaars says that 3D printing offers a more direct and faster way of
constructing.

•

The first landscape house is expected to be in position by the end of 2014.
The architect plans to construct one such house per country.

Source: BBC, 21/01/2013: http://www.bbc.co.uk/news/technology-21121061

Program of Sustainability in
Rotterdam
Ambitions:
•

Clean, green, healthy and wealthy city.

•

The world most sustainable port city.
Program of Sustainability and Climate Change – Key Aspects:

•

50% CO2 reduction by 2025.

•

100% climate-proof 2025.

•

Improving the air quality.

•

Reducing noise levels.

•

€ 31 million 2011 – 2014 leads to € 350 million investments.

Source: City of Rotterdam (2011): http://ec.europa.eu/energy/technology/initiatives/doc/20110621/08_rotterdam_paula_verhoeven.pdf

Program of Sustainability in
Rotterdam

Source: City of Rotterdam (2011): http://ec.europa.eu/energy/technology/initiatives/doc/20110621/08_rotterdam_paula_verhoeven.pdf

Experiments with Floating
Buildings
•

Rotterdam has the rising sea levels in mind.

•

Planners are looking at the potential of floating, solar-powered structures to
address the challenge.

•

Sustainable Business (2013) reports that the Floating Pavilion prototype is a
series of connected spheres currently moored at the city's old harbour. The
structure is designed to be easily relocated.

•

Each translucent hemisphere is 40-feet tall and constructed from anticorrosive ethylene tetrafluoroethylene (ETFE) plastic. The material is 100
times lighter than glass, enabling the entire structure to float. The total floor
space inside is about the size of 40 tennis courts.

Source: Sustainable Business, 09/01/2013: http://www.sustainablebusiness.com/index.cfm/go/news.display/id/24443

Experiments with Floating
Buildings
•

Sustainable Business also explains that the spheres sit on top of "islands"
made out of five layers of expanded polystyrene sheets ranging from 20 cm
to 75 cm thick.

•

Although lightness is a major consideration, the structure also has to be

sturdy enough to accommodate groups of visitors without making them feel
seasick.
•

Inside, the heating and air conditioning run on solar energy and systems
powered by surface water. The electricity runs in zones, so it can be
directed only where needed.

•

The rest rooms use elf-contained purification systems for the toilets. An
auditorium in the building can accommodate up to 150 people.

Source: Sustainable Business, 09/01/2013: http://www.sustainablebusiness.com/index.cfm/go/news.display/id/24443

Experiments with Floating
Buildings
•

If the water level rises, the floating pavilion will also rise, making it an
example of climate-proof building – demands for these types of buildings is
expected go grow in Rotterdam.

•

The Floating Pavilion, designed by Deltasync and PublicDomain Architects
and constructed by Dura Vermeer, is a precursor to an entire community of
floating homes envisioned by the Rotterdam Climate Initiative which is the
organisation that drives the city’s sustainability plan.

•

Reportedly, Rotterdam plans to build floating urban districts. The blueprint
calls for 13,000 climate-proof houses in the Stadshavens area by 2040.
1,200 of these would be built on top of the water.

Source: Sustainable Business, 09/01/2013: http://www.sustainablebusiness.com/index.cfm/go/news.display/id/24443

Experiments with Floating
Buildings
•

The Rotterdam Climate Initiative says that floating communities are an
opportunity for new residential environments in Rotterdam.

•

Floating constructions are believed to be an inspiring working environment
for more creative entrepreneurs and small-scale production economy.

•

Interest is also expected from people who are looking for tranquillity and
space in an environment that is urban and abundant in water.

•

For the first five years, the pavilion will serve as a center that demonstrates
innovative and inspiring approaches to climate, energy and water.

•

The prototype uses solar power but future designs will also rely on tidal
energy, cooling and heating from river water.

Source: Sustainable Business, 09/01/2013: http://www.sustainablebusiness.com/index.cfm/go/news.display/id/24443

Crowdfunding a Wooden
Footbridge
•

Crowdfunding provides new ways to get projects off the ground.

•

A wooden bridge in Rotterdam was crowdfunded thanks to citizens who
donated through the internet.

•

Inhabitat (2013) reports that I Make Rotterdam, Maxwan Architecten and
Zones Urbaines Sensibles collected donations through Crowdfunding to
make the wooden Luchtsingel pedestrian bridge.

•

It connects and rejuvenates areas of the city while allowing people to avoid
the hectic traffic below.

Source: Inhabitat, 25/03/13: http://inhabitat.com/rotterdams-wooden-luchtsingel-footbridge-is-a-fantastic-piece-of-crowdfunding-architecture/

Hyperloop - The Future of Travel
•

Hyperloop is a conceptual system that could transport passengers in pods
at near-supersonic speed – the vision of billionaire entrepreneur Elon Musk.

•

This transport concept could provide a viable alternative to short-haul travel,
high-speed rail and travelling by car.

•

Hyperloop could reduce the journey time between Los Angeles and San
Francisco to just 30 minutes, compared to 75 minutes by plane and 5.5
hours by car.

•

The concept is based on pods travelling through a low-pressure tube that
would be suspended above the ground.

Source: Future Travel Experience, 15/08/2013: http://www.futuretravelexperience.com/2013/08/hyperloop-the-future-of-travel-or-pure-science-fiction/

Hyperloop - The Future of Travel
•

Pods would have a compressor on the front to pass the air to the rear and
some of the air would be used to create a cushion underneath the pod on
which it could ride. Electric induction motors at the beginning, middle and
end points of the tube would be used to accelerate and decelerate the pods.

•

Musk believes the whole system could run on solar power, ticket prices
should be as low as $20.

•

The Hyperloop could reduce travel times greatly and provide excellent

passenger experience. However, one of the biggest challenges is that much
of the technology that is needed for Hyperloop to become a reality doesn’t
yet exist.

Source: Future Travel Experience, 15/08/2013: http://www.futuretravelexperience.com/2013/08/hyperloop-the-future-of-travel-or-pure-science-fiction/

Hyperloop - The Future of Travel
•

Development costs for the project are estimated at $6Bn - ten-times less
than the cost of the high-speed rail link between San Francisco and LA.
Much more than that would be needed for developing and testing new
technologies.

•

Also, the preliminary concept envisages a system of tubes and capsules
that would travel directly above the California highway between LA and San
Francisco.

•

It is not clear how long will it take to convince the government and the public
that a building a futuristic transport system directly above a highway is a
sensible and safe idea.

Source: Future Travel Experience, 15/08/2013: http://www.futuretravelexperience.com/2013/08/hyperloop-the-future-of-travel-or-pure-science-fiction/

Online Travel Agencies Hipmunk
•

Hipmunk is a start-up online search engine in the USA that targets corporate
travellers, which they say will spend USD 300 – 400 more per flight for less stop
over's .

•

The search engine integrates with Google calendar, and allows searching and
booking of flights, trains, and hotels.

•

Hooking up with Amtrax makes it possible to integrate train travel into the Hipmunk
booking process, if this provides a faster or more preferable option, unlike other sites.

•

Users can see which flight have Wi-Fi, and allows users to search based on ‘Agony’
which factors in price, duration, number of stops etc.

•

This is the primary strength of Hipmunk – it curates content, and presents what the
user needs in an accessible way, using clean graphics and bright colours. For
example, it hides flights that people are unlikely to take i.e. those with multiple stops
that cost the same as a direct flight
Myers. February 2012. The Future of Hipmunk – hooking the world’s savviest travellers’. http://thenextweb.com/insider/2012/02/12/the-future-of-hipmunkhooking-the-worlds-savviest-travelers/ (accessed May 2012)
O’Brian. February 2011. http://www.fastcompany.com/magazine/153/travel-search-gets-hip-again.html. (accessed May 2012)

Online Travel Agencies Hipmunk
•

The hotel search provides ‘heat maps’ of cities – showing areas of a city based
on Vice, Nightlife, Shopping, Tourism and Food. Hotels can also be searched on the
‘Ecstasy’ filter based on a combination of quality, price and reviews.

•

In addition to the main stream hotels, Hipmunk also allows Airbnb to be searched.

•

Hipmunk plans to give customers free Gogo Inflight wireless passes for certain flights
booked through its service in the future and plans to partner with air taxis and private
jet companies.
It launched a mobile app in July 2011, an was featured in the App Store as the #1
new and noteworthy app of the week.
The company generates revenue from referrals and directing users to the airlines to
buy their flights, skipping the middle man cost to users
The site exceeded 1 million monthly searches in August 2011, with traffic growing by
15% per month

•
•
•

Myers. February 2012. The Future of Hipmunk – hooking the world’s savviest travellers’. http://thenextweb.com/insider/2012/02/12/the-future-of-hipmunkhooking-the-worlds-savviest-travelers/ (accessed May 2012)
O’Brian. February 2011. http://www.fastcompany.com/magazine/153/travel-search-gets-hip-again.html. (accessed May 2012)
Lynley, August 2011. http://venturebeat.com/2011/08/17/hipmunk-growth-one-year/ (accessed may 2012)

Reinventing the Travel Space
•

These companies are reinventing the travel space:

•

Room 77:

•

Based on a concept that if customers can chose a seat on a plane, they
should also be able to chose their room. Room 77 offers the chance to see
what individual rooms within a hotel look like, and how to book that room.
The database includes more than 560,000 rooms.

•

BusinessTravel.com:

•

Aims to capture the business of corporate travel for small business with 20
employers or less. There are over 40 million of these enterprises in the US
alone.

Source: Eye for Travel, 30/09/2011: http://www.eyefortravel.com/distribution-strategies/innovation-travel-meet-6-new-companies-who-are-reinventing-travel-space

Reinventing the Travel Space
•

The hotel search facility enables travellers to find a business hotel with all the
necessary requirements.

•

Gogobot:

•

Gogobot has already gained many national and international awards. The ethos

of Gogobot is that when travellers plan a trip, they should get the advice and tips
from the extended network of friends, family and colleagues, and from people
who travel like them.
•

Hipmunk:

•

A brand new style of flight meta-search that aims to, in their own words, “take
the agony out of travel planning.” It tells things that other meta-search sites
don’t.

Source: Eye for Travel, 30/09/2011: http://www.eyefortravel.com/distribution-strategies/innovation-travel-meet-6-new-companies-who-are-reinventing-travel-space

Reinventing the Travel Space
•

like which will be “dark flights” for plane sleepaholics. It then shows in a
clearer than clear capacity- the cheapest, the quickest, the shortest
stopover, and more.’

•

HotelTonight:

•

This is an app for iPhone and Android, which gives consumers the
opportunity to book a same-day hotel whilst on the move, direct through
their mobile phones. The business model is to use distressed hotel

inventory to fill last minute rooms with last minute guests. Deals can knock
off up to 70% of the usual hotel price.

Source: Eye for Travel, 30/09/2011: http://www.eyefortravel.com/distribution-strategies/innovation-travel-meet-6-new-companies-who-are-reinventing-travel-space

Reinventing the Travel Space
•

Backbid:

•

Allows travellers with flexible hotel reservations to post to Backbid and let
other hoteliers in the same area offer them a cheaper rate or more
incentives to move over the booking to them.

•

HotelTonight was the winner of the 2011 EyeforTravel North American
Innovation Award, held as part of TDS North America. Hipmunk was the
runner up.

Source: Eye for Travel, 30/09/2011: http://www.eyefortravel.com/distribution-strategies/innovation-travel-meet-6-new-companies-who-are-reinventing-travel-space

Hotel Tonight
•

Hotel Tonight – This is a start up built to do one thing only - booking last
minute, same day hotels in the city a customer is in, using just an app.

•

Daily, at exactly 12 p.m. local time, the app offers travellers five hotels to
book for that day at deeply discounted rates.

•

The innovation is not just on the simple curation concept, but also on UI and
design: dark tones, simple one-click to book once you store your credit card
info.

•

The app reportedly fills a real need in the market, especially for business
travellers.

Source: Mashable, 07/12/12: http://mashable.com/2012/12/07/innovation-index-travel/

TINGO
•

Tingo is part of Trip Advisor and focuses on hotels.

•

With Tingo, consumers book the hotel whenever they want, and the service
automatically re-books in the future at a lower price if the rate drops. No
extra work's involved from user's side. Users get notified about lower price,
rebooking and the difference refunded.

•

Price transparency is expected to become the norm, coming also to airlines
and other parts of travel ecosystem.

Source: Mashable, 07/12/12: http://mashable.com/2012/12/07/innovation-index-travel/

Social Media
•
•

•

•

According to ASTA’s 2011 Technology and Web Usage Report:
Building awareness, general promotion and advertising are the main goals
of their social media usage for nearly half (45%) of agencies that use social
media. 48% of agents have used Facebook pages and 41% have used
Facebook profiles; 39% have a LinkedIn profile; 19% have blogged; 19%
have used Twitter, and 14% have used YouTube. According to ASTA’s 2011
Technology and Web Usage Report
Social media wasn’t any more productive for agents in terms of new leads.
In 2011, 88% of agencies that used social media gained fewer than five
leads from their social media efforts.
Social media efforts are generating revenues for ASTA’s travel agencies. In
2011, one-third of agencies using Web 2.0 said they were generating 5% to
15% of their total revenue from their social media efforts. Since few leads
are being generated, this suggests that success is a result of marketing and
communications with existing clients.

Source: Saltzman. January 202. Poor Online Results Drive Agents to Web 2.0 Strategy
http://www.travelmarketreport.com/content/publiccontent.aspx?PageID=1368&articleid=6776&LP=1 (accessed May 2012)

Concierge
•

Concierge is a fully personalized travel and in-flight entertainment service
available to Oceanic Airlines’ passengers from the moment they book
through to when they reach their destinations.

•

It is delivered as a cross-platform service available on the web,
downloadable onto passengers’ own mobile and tablet devices, and is
integrated with the airline’s reservation system, loyalty program and cabin
services.

•

Concierge taps on the increasing number of passengers who have their
own personal devices.

Source: Ustwo, 10/04/2013: http://www.ustwo.co.uk/blog/the-future-of-in-flight-part-two-the-concierge-concept/

Concierge
•

The interface is adaptive to the current stage of the passenger’s journey,
showing an interface that is directly relevant to their current needs.

•

For example, passengers are greeted at the seat once their device is
connected to the aircraft’s LAN.

•

This way Oceanic guides the user through a comprehensive range of pre,
during, and post-flight service options such as arranging transport to-andfrom the airport, promotional deals in the airport terminal itself, passenger
check-in, meal selection, and on-demand entertainment.

•

The concept can be extended to other services such as baggage status,
flight tracking, on-board retail, hotel reservations, destination activities such
as concert tickets.

Source: Ustwo, 10/04/2013: http://www.ustwo.co.uk/blog/the-future-of-in-flight-part-two-the-concierge-concept/

Heathrow - Positive Boarding
•

Heathrow is the first airport in the world to use pioneering technology across
its terminals to improve passenger experiences and departing flight
punctuality.

•

The computer software is now live in Terminals 1 and 3 is designed to be
compatible with all airlines’ computer systems. It enables airlines to see
what stage of the departure process a traveller is at and gives passengers
information to help them make their flight on time.

•

Now, after the passengers have show the barcode on their ticket at an
automatic gate to verify it, the gate opens to allow them through to security.

Source: Air Transport News, 29/07/2013: http://www.atn.aero/article.pl?&id=44857&keys=travel%20experience%20outside%20the%20plane

Heathrow - Positive Boarding
•

When the passenger presents their boarding pass, details from the barcode
are compared against the central flight information and tailored information
for the individual flashes up on screen.

•

For example, if passengers are in the wrong terminal the message appears
and tells them where to go. If passengers have limited time, they are
instructed to go through security and straight to the gate.

•

The system also helps airlines to begin unloading their baggage as they

have the ‘real time’ information of where passengers are in their departing
journey.

Source: Air Transport News, 29/07/2013: http://www.atn.aero/article.pl?&id=44857&keys=travel%20experience%20outside%20the%20plane

Heathrow - Positive Boarding
•

Positive boarding helps the airlines make timely decisions to remove the baggage

from the aircraft if a passenger cannot be found / fails to get to the gate and keep
to their departure schedule.
•

Virgin Atlantic is the first airline to adopt the process in Terminal 3 and Little Red in
Terminal 1.

•

During the first week 35,000 passengers successfully used the positive boarding
technology as part of their departure journey. 44% of the departing Virgin Atlantic
and Little Red flights had passengers who could have potentially delayed the
departure. Of these travellers, 700 were informed by the automatic information
display to promptly make their way to the departure gate to ensure they didn’t miss
the flight. 10 late running passengers were instructed to go back to check in as
they didn’t have sufficient time to clear security and make their flight.

Source: Air Transport News, 29/07/2013: http://www.atn.aero/article.pl?&id=44857&keys=travel%20experience%20outside%20the%20plane

Sheremetyevo – Flying without Fear
Centre
•

Sheremetyevo International Airport, Flying Without Fear research and
treatment centre and Transaero Airlines have jointly launched Russia’s first
Flying Without Fear Сentre.

•

The centre offers passengers advanced psychological pre-flight support. An

aid sessions usually lasts 30-60 minutes.
•

The Flying Without Fear offers three stages of aerophobia treatment. The
Centre is equipped up with all the necessary simulators and modern
software.

•

Passengers have access to virtual-reality treatment thanks to VRET (Virtual
Reality Exposition Therapy). This is the leading computer technology used
to heal aerophobia.

Source: Air Transport News, 13/06/2013: http://www.atn.aero/article.pl?&id=44015&keys=innovation

Sheremetyevo – Flying without
Fear Centre
•

Sophisticated optical equipment helps passengers feel like they are
onboard a plane and awakes their fear. This is followed by passengers
being taught relaxation skills, through consistently repeating the virtual flight
until the panic completely disappears.

•

Flying Without Fear video course is available for passengers who wish to
change their attitude towards flying radically.

•

Vladimir Buryak, Deputy General Director of Sheremetyevo says the airport

is committed to innovation and to creating a comfortable atmosphere for all
passenger. The Flying Without Fear Centre is indented as a dedicated
space offering partial or even complete liberation from aerophobia.

Source: Air Transport News, 13/06/2013: http://www.atn.aero/article.pl?&id=44015&keys=innovation

Surf Air
•

Surf Air is an all-you-can-fly private air service based in Santa Monica,
California. It flies customers as much as they want between certain cities for
$1,650 a month.

•

Wade Eyerly, the founder and CEO of Surf Air says the company has been
talked about as the Netflix of air travel.

•

In June 2013 the start-up launched initial service between Burbank and San
Carlos, California. Flights to Monterey and Santa Barbara were scheduled

to be added in late summer (2013) and to other California cities and Las
Vegas in early 2014.

Source: CNBC, 12/06/2013: http://www.cnbc.com/id/100811076

Surf Air
•

The business plan is designed to work on 53 different, short-haul routes
around the US like Atlanta to Sea Island, Georgia or Kansas City to St.
Louis.

•

Surf Air's CEO says the business model is designed to attract frequent
flyers who want to save time and avoid the hassle of flying commercial.

•

80% of Surf Air’s members are CEOs and entrepreneurs with an average
annual income of $300,000. The target group consists of wealthy individuals

who are not so rich to commit to the cost of locking in fractional ownership
on a private jet. At the same time, they are traveling for business and for
them, time is money.

Source: CNBC, 12/06/2013: http://www.cnbc.com/id/100811076

Wheels Up
•

Wheels Up is a new membership-based private aviation company,
established by Kenny Dichter, that eliminates fixed costs and provides
unparalleled flexibility.

•

The company will commence full-service flight operations October 2013,

and appeal to new entrants as well as to individuals and corporations
currently flying privately.
•

Wheels Up projects a membership base of 10,000 to 15,000 individuals and
corporations, flying an average of 20 to 30 hours annually. The company
anticipates that a typical member will generate between $100,000 and
$125,000 in flight revenues per year, resulting in annual revenues between
$1 billion and $2 billion.

Source: Financial Post, 08/08/2013: http://www.financialpost.com/markets/news/Wheels+Revolutionize+Access+Flying+Privately/8763239/story.html

Wheels Up
•

Dichter says that customers want the advantages of private aviation but demand
the utmost cost benefit, flexibility, simplicity and safety standards.

•

Wheels Up will deliver just that while also instituting a ‘8,760-hour culture,’ –
catering to the customers’ needs.

•

The company formed an exclusive partnership with Beechcraft to offer members
closed-fleet access to Beechcraft King Air 350i aircraft, which will be staged
across eight ‘regional clusters’ in the continental United States.

•

Forbes comments that with cutting-edge web applications and unrivalled
personalised service, Wheels Up members will enjoy a unique experience that is
both high-tech and high-touch.

•

Members will also have access to Wheels Down, an experiential lifestyle
concierge service.

Source: Financial Post, 08/08/2013: http://www.financialpost.com/markets/news/Wheels+Revolutionize+Access+Flying+Privately/8763239/story.html

Supersonic Business Travel
•

Cooperation on supersonic business travel started in the mid-1990s and
was led by Boeing and NASA but this first program was cancelled.

•

In 2002, Aerion Corporation of Reno, Nevada, formed an advanced
engineering consultancy whose aim is to partner with an existing
manufacturer to produce a new line of SST business jets. In 2012 Aerion
continued testing its technology using F-15B aircraft at NASA’s Dryden
Research Flight Center in California.

•

At a maximum speed of Mach 1.6, Aerion SBJ will reduce New York to
Paris flights to four hours and 15 minutes versus about seven and a half
hours in existing subsonic aircraft.

Source: Forbes, 5/30/2013: http://www.forbes.com/sites/brucedorminey/2012/05/30/is-there-an-sst-in-your-future-nasa-and-aerion-to-continue-testing-supersonic-sstbusiness-jet-technology/3/

Supersonic Business Travel - Aerion

http://www.cnn.co.jp/storage/2012/08/24/1d6f75f2732102a2846438a615f7abd2/supersonic2.jpg

Supersonic Business Travel
•

New York to Tokyo will take 9 and a half-hours, including an hour-long
refuelling compared to 14 and a half-hours for conventional subsonic
aircraft.

•

At 148 ft., or about the length of a narrow-body MD-80 commercial aircraft,
Aerion’s cabin will be laid out to comfortably hold 8 to 12 passengers and fly
overland in the U.S. at speeds of Mach 0.99, making a coast-to-coast
journey of only four hours.

•

With the Aerion SBJ operating well outside the conventional speed range,
its pilots will have to either go above or around normal traffic and will likely
cruise at will likely cruise at 45,000 to 47,000 feet.

Source: Forbes, 5/30/2013: http://www.forbes.com/sites/brucedorminey/2012/05/30/is-there-an-sst-in-your-future-nasa-and-aerion-to-continue-testing-supersonic-sstbusiness-jet-technology/3/

http://www.forbes.com/sites/brucedorminey/2012/05/30/is-there-an-sst-in-your-future-nasa-and-aerion-to-continue-testing-supersonic-sst-business-jet-technology/2/

Supersonic Business Travel
•

Aerion’s aerodynamics technology is based on reducing the viscous drag on its
carbon-fiber composite wings by up to 90% which translates to a 20% reduction
in the aircraft’s total drag. The lower drag leads to lower thrust, smaller engines,
and less fuel.

•

The projected cost of SBJ development totals $2.5 billion, which would be
privately funded, primarily through a joint venture with an existing top-of-the-line
business jet original equipment manufacturer (OEM), such as Boeing, Airbus,
Gulfstream or Cessna.

•

The company is active discussions with business jet aircraft manufacturers who
might build the airplane.

•

Aerion believes it’s possible to see a supersonic aircraft in the air by 2017, or
about three years ahead of a certified delivery in 2020.

Source: Forbes, 5/30/2013: http://www.forbes.com/sites/brucedorminey/2012/05/30/is-there-an-sst-in-your-future-nasa-and-aerion-to-continue-testing-supersonic-sstbusiness-jet-technology/3/

Perspectives on Corporate
Travel
•

Travelport surveyed 154 executives from 100 major organizations operating
in in Africa, the Americas, Asia Pacific, Europe and the Middle East. Key
findings:

•

Challenge 1 – High travel costs – More than 84% of survey respondents
say rising airfares and hotel rates have negatively affected their travel
programs in the period 209-2012. 60% complain that reduced travel
budgets have also had a negative impact.

•

Solutions – Improving the booking process. Many organisations have
deploying integrated, intuitive booking systems that provide a single point of
access to all the booking ‘content’ executives need.

Source: Travelport, 2012: Perspectives on corporate travel trends and challenges:
http://www.travelport.com/Solutions/Corporations/~/media/C3E839E17C8042CD8BFA8D1650DA36C5.ashx

Perspectives on Corporate Travel
•

Re-negotiation of supplier contracts - could reduce costs without impacting
service quality. Nearly 80% of our survey respondents say re-negotiation
has had a positive impact on their travel programs.

•

Challenge 2 – Inefficient booking process – While 80% of respondents
use a Corporate Booking Tool (CBT) to begin the booking process, 60% of
these end up phoning an agent at their Travel Management Company
(TMC) to actually make their bookings which is quite inefficient.

•

Solutions – forward looking organisations are deploying technology
solutions that support end-to-end booking even for very complex travel
itineraries.

Source: Travelport, 2012: Perspectives on corporate travel trends and challenges:
http://www.travelport.com/Solutions/Corporations/~/media/C3E839E17C8042CD8BFA8D1650DA36C5.ashx

Perspectives on Corporate Travel
•

Because these systems integrate the full range of booking ‘content’,
corporate travel executives can find and book all types of travel and
accommodation options quickly and easily themselves.

•

Next-generation booking technologies integrate comprehensive expenses
management functionality – helping to reduce administrative costs and
deliver faster, more efficient expense payments for employees.

•

Challenge 3 – Preference for face to face meetings - The preference of

many organisations for face-to-face business is limiting the potential of nextgeneration technologies, such as audio and video conferencing, to reduce
travel requirements and cut costs.

Source: Travelport, 2012: Perspectives on corporate travel trends and challenges:
http://www.travelport.com/Solutions/Corporations/~/media/C3E839E17C8042CD8BFA8D1650DA36C5.ashx

Perspectives on Corporate Travel
•

Travelport research also shows that ‘virtual meeting’ technologies rarely
replace long-haul journeys, which represent a significant %age of overall
travel costs. Instead, they are used only to cut out short journeys to nearby
offices.

•

Solutions – Building a business case for virtual meeting adoption. The case
must compare procurement, installation and running costs at multiple offices
with potential travel and accommodation savings to provide an accurate

projected cost saving.

Source: Travelport, 2012: Perspectives on corporate travel trends and challenges:
http://www.travelport.com/Solutions/Corporations/~/media/C3E839E17C8042CD8BFA8D1650DA36C5.ashx

Perspectives on Corporate Travel
•

Challenge 4 – Slow uptake of mobile technologies – Many corporate
travel departments are struggling to keep up with demands to access
information and IT tools on smartphones and tablets.

•

Solutions - Building travel information into broader mobile access strategies.

•

Challenge 5 – Increasingly demanding travellers – Today’s corporate
travellers demand access to the best travel arrangements and
accommodations. This increases pressure on organizations’ travel

executives, who need to provide a first-rate travel experience.
•

Solutions - Economizing in the right ways; finding the best travel solution
faster.

Source: Travelport, 2012: Perspectives on corporate travel trends and challenges:
http://www.travelport.com/Solutions/Corporations/~/media/C3E839E17C8042CD8BFA8D1650DA36C5.ashx

Business Travel – Trends
•

Tnooz reports some of the results of the 8th annual International Travel
Management Study conducted by AirPlus International in late 2012.

•

A total of 2100 travel managers were surveyed in 24 countries including
Australia, Brazil, China, Germany, India, Russia, UK and US.

•

Key findings:

•

1. Travel volumes and costs

•

Only 29% of travel managers anticipate growth in trip numbers (down 6% from
2012).

•

Majority (56%) of respondents expect volumes to remain the same.

•

Asia-Pacific and Latin America anticipate more travel – 43% of respondents,
compared to 24% in Western Europe and 29% in North America.

Source: Tnooz, 25/04/2013: http://www.tnooz.com/2013/04/25/news/business-travel-trends-cost-reduction-measures-opportunities-and-challenges/

Business Travel – Trends
•

9% of respondents expect travel costs to rise, including greater increases in
emerging markets (62% in India, 55% in Turkey, 51% in China).

•

33% of low spenders expect to book more air travel, the figure rises to 39%
for medium spenders and 46% for high spenders.

•

29% of low spenders anticipate booking more hotel overnights, rising to
34% for medium spenders and 40% for high spenders.

Source: Tnooz, 25/04/2013: http://www.tnooz.com/2013/04/25/news/business-travel-trends-cost-reduction-measures-opportunities-and-challenges/

Trends in business travel volumes
Source: Tnooz, 25/04/2013: http://www.tnooz.com/2013/04/25/news/business-travel-trends-cost-reduction-measures-opportunities-and-challenges/

Trends in the number of flights
Source: Tnooz, 25/04/2013: http://www.tnooz.com/2013/04/25/news/business-travel-trends-cost-reduction-measures-opportunities-and-challenges/

Business Travel – Trends
•

2. Strategies for reducing costs

•

82% of companies have at least some travel policy in place, while 72% have a
policy for all aspects of their travel programs.

•

25% of low-spending companies have no travel policy, compared with 15% of

medium spenders and 10% of high spenders.
•

63% would like to receive electronic invoices only, an up from 59% last time and
54% three years ago. Existence of travel policy or guidelines

•

More than half of respondents (52%) now use an analytical tool or software to
evaluate their travel costs.

•

58% of respondents have specifically negotiated fares with airlines, 72% with
hotels, and 55% with car rental companies.

Source: Tnooz, 25/04/2013: http://www.tnooz.com/2013/04/25/news/business-travel-trends-cost-reduction-measures-opportunities-and-challenges/

Business Travel – Trends
•

3. New challenges and opportunities

•

Mobile payment continues to integrate itself into the travel program,
particularly in Asia-Pacific where 19% of travel managers saying some or all
travellers have used it. That compares with 13% in North America and 9% in

both Western Europe and Latin America.
•

19% of respondents say they believe mobile payment will simplify travel
expense accounting and 13% think it will add more detail to travel expense
reports.

•

12% think mobile payment will improve monitoring of travel policy and 11%
think it will help travel managers to manage their travellers’ corporate card
payments.

Source: Tnooz, 25/04/2013: http://www.tnooz.com/2013/04/25/news/business-travel-trends-cost-reduction-measures-opportunities-and-challenges/

Business Travel – Trends
•

62% do not yet see any advantages to mobile payment, suggesting much
more education is needed on this subject.

•

Green travel management is being led by the largest spenders with nearly
one-third of large companies saying their travel policies address
environmental issues and 20% saying they make a financial offset for
greenhouse gas emissions.

Source: Tnooz, 25/04/2013: http://www.tnooz.com/2013/04/25/news/business-travel-trends-cost-reduction-measures-opportunities-and-challenges/

Global Travel Trends
• International tourist arrivals grew by over 4% in 2011 to 980 million, according to
the latest UNWTO World Tourism Barometer. With growth expected to continue in
2012, at a somewhat slower rate, international tourist arrivals are on track to
reach the milestone one billion mark later this year.
• By region, Europe (+6%) was the best performer, while by sub-region SouthAmerica (+10%) topped the ranking. Contrary to previous years, growth was
higher in advanced economies (+5.0%) than in emerging ones (+3.8%), due
largely to the strong results in Europe, and the setbacks in the Middle East and
North Africa.
• Global Travel & Tourism GDP growth is expected to remain positive in 2012, at
+2.8%. This is below the 2011 growth of 3.0%.
• While Travel & Tourism in China, India, Japan (bounce-back), Latin America and
Africa is expected to grow, the continuing problems in the Eurozone will see weak
performance from this region as it remains in negative or slow growth
UNWTO. 16 January 2012.’ International tourism to reach one billion in 2012’ http://media.unwto.org/en/press-release/2012-01-16/international-tourism-reachone-billion-2012. (accessed April 2012)
WTTC.April 2012. Travel and Tourism Trends and Economic Impact. http://www.wttc.org/site_media/uploads/downloads/MonthlyUpdate_April_2012.pdf
\(accessed May 2012)

Travel Forecast

Airports Council international. 2010. World Report. http://www.aci.aero/aci/aci/file/World%20Report/2010/WorldReportOctober2010.pdf retrieved May
2012

Exponential Asia Travel Growth
•

Asian travel and tourism is expected to grow faster than the rest of the world
and will outstrip global economic growth over the next decade, posing
major challenges for governments and industry.

•

Adam Sacks, founder and president of Tourism Economics, says that
growth in Asian tourism would ‘border on the exponential’ in coming years,
although the bulk of it would be regional.

•

Mario Ferreira, chief executive of Portuguese luxury river cruise company

Douro Azul says that tbe biggest challenge would be to develop the
infrastructure to handle the massive amounts of new travellers.

Source: TravelWeekly, 11/09/2013: http://www.travelweekly.co.uk/Articles/2013/09/11/45235/exponential+asia+travel+growth+will+pose+challenges.html

Discover the Other You
•

In 2012 Thailand launched a new digital campaign promote its creative
tourism, which focuses on Thai culture.

•

Discover the Other You campaign is for travellers who want to try something
new and learn new skills while on holiday.

•

The Tourism Authority of Thailand works in partnership with workshop
schools and key online travel agencies in Asia to offer many workshops,
hotel deals and a range of creative tourism experiences.

•

These include Muay Thai lesson, Thai traditional massage teaching holiday,
and Thai cooking class holidays.

Source: Egov Innovation, 16/05/12: http://enterpriseinnovation.net/article/new-digital-campaign-promote-thailands-creative-tourism

Mobile Apps to Boost Tourism
•

In 2012 Thailand launched 9 smartphone applications to help tourists plan
their visit to the country.

•

The initiative targets first time visitors, trying to help travellers get around
the country more comfortably without having to carry guidebooks.

•

For example, the banner app, named after Thailand's tourism catchphrase
"Amazing Thailand“ offers content that helps visitors to make the most of
their visit.

•

The content is accessible with functional search features such as search by
word or by map.

Source: Egov Innovation, 03/12/2012: http://enterpriseinnovation.net/article/19-mobile-apps-boost-thai-tourism

Mobile Apps to Boost Tourism
•

Another app, "Top 50 Amazing Experiences in Thailand" lets one discover
the best of Thailand on the iPhone, whether one is planning a visit or just
interested in finding out more about Thailand.

•

There are also apps for special purposes for those seeking very specific

things in Thailand - Green Tourism", "Thailand Medical Tourism", "Amazing
Thailand Blissful Honeymoon", "Amazing Thailand Golf Paradise", "Thai
Spa in Mind", and "Eat and Drink in BKK“.
•

Tourist districts Chang Mai and Phuket have their own apps.

•

The apps are currently available only in English, except for the “Speak
Thai” app offers help with basic translations in traditional and simplified
Chinese, French, Japanese, and Russian.

Source: Egov Innovation, 03/12/2012: http://enterpriseinnovation.net/article/19-mobile-apps-boost-thai-tourism

http://www.bangkokexpress.net/image/boi12030202.JPG

Unbeatable Thailand,
Unparalleled Opportunities
•

The Office of the Board of Investment (BOI) has started a related campaign
to enhance Thailand’s image as one of Asia’s key investment and tourist
destinations.

•

The campaign is called “Unbeatable Thailand, Unparalleled Opportunities”
and is based on one of the country’s renowned symbols - “Thai Fighting
Spirit of Muay Thai” - to express the spirit of Thais and their ability to
overcome all challenges.

•

The key message BOI wanted to convey to investors was "the fighting spirit
is embedded in the DNA of all Thais."

Source: Egov Innovation, 03/12/2012: http://enterpriseinnovation.net/article/19-mobile-apps-boost-thai-tourism

Unbeatable Thailand,
Unparalleled Opportunities
•

Industry Minister M.R. Pongsvas Svasti said t that the ’’campaign
emphasizes not only the strong spirit of the Thai people and Thailand, but
also the country’s incomparable key strengths, such as its strategic location,
world-class infrastructure, cost-effective workforce, strong economic
fundamentals, and diverse resources’’.

Source: Egov Innovation, 03/12/2012: http://enterpriseinnovation.net/article/19-mobile-apps-boost-thai-tourism

Digital Innovation Asia Awards
•

The Little Big Project won the Most Impactful Campaign award at Digital
Innovation Asia Awards (2013)

•

The campaign was designed to tap into voluntarism, which is a growing
industry trend.

•

Voluntarism is for travellers seeking purposeful vacation that goes beyond
having fun during a holiday abroad.

•

The campaign targeted a very specific niche market that comprises mainly
of young people but also a growing number of retirees and is perfectly
suited for a totally digital platform.

Source: TAT News, 25/06/2013: http://www.tatnews.org/media-release/53-media-releases-2013/2546-tat-s-voluntourism-promotion-campaign-wins-digital-innovation-asiaaward

Digital Innovation Asia Awards
•

“The Little Big Project” offers travellers an opportunity to have a lifechanging adventure: A Two-weeks Volunteer Vacation in Thailand.

•

Although very popular with youth travellers, voluntarism is also gaining
traction amongst many retirees who are still fit and active, with time on their
hands who want to make the world a better place.

•

The Digital Innovation Asia Awards are designed to recognise the most
forward thinking yet performance-oriented digital innovations in the Pacific
Asia travel and tourism industry,

Source: TAT News, 25/06/2013: http://www.tatnews.org/media-release/53-media-releases-2013/2546-tat-s-voluntourism-promotion-campaign-wins-digital-innovation-asiaaward

Digital Innovation Asia Awards
•

Other winners:

•

Tourism Malaysia – Most Engaging Website.

•

e-Visa Cambodia – Most Creative Use of Technology.

•

Air New Zealand, for its Safety Video – Most Inspiring Content.

Source: TAT News, 25/06/2013: http://www.tatnews.org/media-release/53-media-releases-2013/2546-tat-s-voluntourism-promotion-campaign-wins-digital-innovation-asiaaward

http://webecoist.momtastic.com/wp-content/uploads/2011/02/luxury-eco-resorts-jean-michel-cousteau.jpg

Jean-Michel Cousteau Fiji
Islands Resort
•

Jean-Michel Cousteau Fiji Islands Resort is located on a peninsula outside
the town of Savusavu on the second largest island of Fiji

•

Beautiful coral reefs are surrounding the property – they have been
designated as a marine reserve and are open for snorkeling and diving, but
not for fishing.

•

Clams are being cultivated right off the resort’s dock to repopulate the
surrounding clam population.

•

The new management of the resort is also involved with restoring the
Mangroves .

Source: Inhabitat, 16/11/2010: http://inhabitat.com/traditional-building-eco-tourism-at-jean-michel-cousteau-resort

/

Jean-Michel Cousteau Fiji
Islands Resort
•

The resort itself is modelled after of a traditional Fijian village and makes
use of traditional architecture and construction techniques along with natural
materials.

•

“Bures”, or bungalows, are used as the individual guest rooms and are
topped with steeply pitched thatch roofs.

•

The tall ceilings let the hot air rise and louvered windows allow for natural
cross ventilation when open and also protect the interior from rain or storms

when closed.

Source: Inhabitat, 16/11/2010: http://inhabitat.com/traditional-building-eco-tourism-at-jean-michel-cousteau-resort

/

http://inhabitat.com/six-senses-resort-on-con-dao-island-is-an-isolated-eco-paradise/aw2-six-senses-beach/

Six Senses Resort in Vietnam
•

The Six Senses resort is an award-winning project, designed by Reda
Amalou and AW² Architecture and has been benchmarked by green World
Tourism Organization, Green Globe 21.

•

The resort’s suites, villas and restaurants are supported with sustainable
timber frames and operate at low energy and conservation levels.

•

Focusing on conservation and sustainability, AW² sought to build an
unobtrusive resort and residence, that draws attention to the local ecology

and nature.
•

Both the materials and labour for construction were locally sourced.

Source: Inhabitat, 05/04/2011: http://inhabitat.com/six-senses-resort-on-con-dao-island-is-an-isolated-eco-paradise/

Six Senses Resort in Vietnam
•

Since a large portion of energy sucked up by resorts is from air conditioning,
AW² designed each room to maximize natural ventilation. Functional
windows are installed throughout each structure for cross ventilation.

•

The 39 suites and 15 villas are positioned along a mile of white beach, and
in front of mountains, rainforest and rivers.

•

The resort pavilions include pools, a multi dining room restaurant and social
terrace areas.

•

Six Senses has only 35 rooms, and is the only hotel on the island, giving an
a sense of isolation and tranquillity

Source: Inhabitat, 05/04/2011: http://inhabitat.com/six-senses-resort-on-con-dao-island-is-an-isolated-eco-paradise/

OFIS Resorts in the Maldives
•

In 2009 Slovenian architect studio OFIS was granted a 25 year lease by
the Maldivian government to develop a set of four islands into tropical eco
resorts.

•

Each island’s plan demonstrates concern for the local environment, the
ability to self-sustain, and the developers’ genuine intent to maintain the
cultural and ecological authenticity of the local area.

•

OFIS’ proposal focuses on a variety of different accommodation styles, from

bungalow to villa.
•

The construction materials are locally sourced bamboo, straw and wood
that will be prefabricated on the mainland as much as possible.

Source: Inhabitat, 27/04/2009: http://inhabitat.com/maldives-unveils-4-self-sustaining-islands/

http://inhabitat.com/maldives-unveils-4-self-sustaining-islands/ofis4/

OFIS Resorts in the Maldives
•

The first island, Funamadua, is a relaxing sanctuary with seaview verandas
and a spa.

•

The second, Hadahaa, connects to a local village. Villas wrap around the
island giving each one a private patio.

•

The third and fourth islands, Konotta and Randheli, include similar offshore
dwellings where visitors will feel like they are simply floating above the sea.

Source: Inhabitat, 27/04/2009: http://inhabitat.com/maldives-unveils-4-self-sustaining-islands/

http://inhabitat.com/maldives-unveils-4-self-sustaining-islands/ofis4/

Find What You Seek - India
•

India launched the second phase of its Incredible India campaign at World
Travel Market in 2012. The aim is to boost international arrivals by 12% a
year until 2016.

•

The new 'Find what you seek' campaign will aim to tell consumers that they
will find whatever they are looking for from a holiday in India.

•

The earlier Incredible India campaign created an awareness of the
destinations and products in India, but the new phase aims to focus more

on the customer and what they want.

Source: TravelWeekly, 05/11/2012: http://www.travelweekly.co.uk/Articles/2012/11/05/42159/wtm+2012+india+targets+12+rise+per+year+in+inbound+visitors.html

Find What You Seek - India
•

The goal is to show travellers that India offers something for everyone yoga, beach, mountains, wildlife, temples, shopping, food.

•

Particular focus will be put on India's lesser-known but fast-growing
offerings like yoga, spa and Ayurveda medicine .

•

India welcomed 6.29 million international arrivals in 2011 but hopes the new
'Find what you seek' campaign will boost India's share of the world tourism
market from 0.64% to 1% in the next three years.

•

By 2019, it is expected that India will be the largest employer in the tourism
sector.

Source: TravelWeekly, 05/11/2012: http://www.travelweekly.co.uk/Articles/2012/11/05/42159/wtm+2012+india+targets+12+rise+per+year+in+inbound+visitors.html
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Red Tourism in China
•

Red Tourism – this type of reverence for national sites is not new in China,
but has taken on additional importance in recent years.

•

Red Tourism is seen by many as a way to unify and harmonize Chinese
society, which came under a growing amount of stress in the past few

years.
•

The idea behind this type of tourism is to encourage young Chinese to learn
more and remember their history.

•

The Telegraph identified five sites as the major stops on a Red Tourism trail
– Yan'an, known as Chairman Mao's wartime base, Shaoshan where Mao
was born, Jinggang Mountain, which boasts more than 100 "revolutionary"
attractions, and Zunyi and Nanchang.

Source: CNN Travel, 05/05/2011: http://travel.cnn.com/shanghai/visit/china-pushes-red-tourism-983406

Red Tourism in China
•

The Chinese National Tourism Administration states that the number of
visitors at the country's top 10 Red Tourism sites has grown by more than
50% a year for the last few years.

•

Red Tourism also creates jobs and investment.

•

In 2004, the Chinese government spent more that RMB 2.15 billion on
developing sites like Chairman Mao's hometown of Shaoshan. The
investment has paid off, creating over two million jobs.

Source: CNN Travel, 05/05/2011: http://travel.cnn.com/shanghai/visit/china-pushes-red-tourism-983406

http://travel.cnn.com/shanghai/life/chinas-10-most-unusual-hotel-features-987867

Waterhouse at South Bund,
Shanghai
•

Like in a Hitchcock movie, each of the 19 rooms in the converted Shanghai
warehouse hotel comes with peepholes in the walls and the door, so visitors
can “spy on” guests as they pass by.

•

Each “hole” however comes with a shutter or a curtain – for the modest
guests.

•

NHDRO, the interior design firm behind the hotel, claims that this voyeuristic
approach to living harks back to the traditional Shanghai residential

alleyways called longtangs.
•

Among these labyrinth-like communities, neighbours would peep into each
other’s houses.

Source: CNN Travel, 18/04/2012: http://travel.cnn.com/shanghai/life/chinas-10-most-unusual-hotel-features-987867

http://travel.cnn.com/shanghai/life/chinas-10-most-unusual-hotel-features-987867

Hakka Tulous - Fuyulou, Fujian
•

Built more than 130 years ago, UNESCO-listed Hakka Tulous gives
travelers an authentic Chinese stay with a twist.

•

In the past, Hakka people lived in these circular buildings –these are Han
Chinese who migrated to southeast China 1, 000 years ago.

•

Each of these circular communities used to be a home to hundreds of
people who share the same ancestor.

•

Fuyulou is one of the most popular Tulou hotels in Fujian and provides
rooms as well as dorms. Guest can choose to sleep on a 120-year-old
Hakka-style wooden bed for RMB 120 a night.

Source: CNN Travel, 18/04/2012: http://travel.cnn.com/shanghai/life/chinas-10-most-unusual-hotel-features-987867

http://travel.cnn.com/shanghai/life/chinas-10-most-unusual-hotel-features-987867

Oxygen room - China World
Hotel, Beijing
•

Guest staying at China World Hotel can take advantage of its newest perk an oxygen room.

•

Treatments in the nine-square-meter space (which cost RMB 80,000 to
build) are carried out in 20-minute sessions.

•

Staff pump pure oxygen into the environment, which is thought to help
reduce stress, strengthen exhausted bodies and create balance.

Source: CNN Travel, 18/04/2012: http://travel.cnn.com/shanghai/life/chinas-10-most-unusual-hotel-features-987867

http://travel.cnn.com/shanghai/life/chinas-10-most-unusual-hotel-features-987867

Cathedral-sized cave – Homa
Chateau, Guilin
•

This 46-room hotel in Guilin is targeting art lovers – t is attached to a 5.5square-kilometer RMB 700 million park which is filled with 200 artworks
from more than 100 artists.

•

The more curious feature of the hotel is a 10-meter-high cave hidden within
the grounds.

•

Unique events for up to 200 people can be held at this thousand-year-old
venue with blue illuminated stalactites and stalagmites.

Source: CNN Travel, 18/04/2012: http://travel.cnn.com/shanghai/life/chinas-10-most-unusual-hotel-features-987867

Personal Service
•

The business travel arm of Travel Counsellors claims online is not the
answer for growth in the corporate travel sector.

•

The agency handles less than 1% of its business online.

•

Sales are expected to grow by around £15 million in 2013, and one of the
key factors behind this is the agency’s truly personal, tailored approach.

•

Instead of relying on the internet to handle bookings, the agency has 100
travel counsellors who specialise in corporate travel and deal with their
clients personally. Instead of having call centres, each travel councillor
deals with clients on an individual basis and builds relationship with them
which, MD Steve Byrne, says is almost ‘unheard of in corporate travel’.

Source: Travolution, 06/03/2013: http://www.travolution.co.uk/articles/2013/03/06/6533/corporate-travels-future-is-not-online-claims-travel-counsellors.html

Personal Service
•

Byrne says that personal customer service is the future.

•

The company reveals that growth is coming from new business which has

been supported by client retention rate of 99%.
•

The company intends to invest in the latest technology to help travel
councillors deliver the best service.

Source: Travolution, 06/03/2013: http://www.travolution.co.uk/articles/2013/03/06/6533/corporate-travels-future-is-not-online-claims-travel-counsellors.html

Corporate Travel Procurement
•

There has been pressure on the business sector to subscribe to a culture of
austerity rather than lavish spending – for example, the RBS bonus saga in the
UK

•

However, it is likely corporate travel will continue. Economic analysis by Oxford
Economics in the United States finds that:
– Roughly 40% of prospective customers are converted to new ones due to
F2F meetings compared to 16% without such meetings.
– For every dollar invested in business travel, companies realise $12.50 in
incremental revenue.
– The average US business would forfeit 17% of its profits in the first year by
eliminating business travel.

•

Likewise, the WTTC finds that:
– 1/3 of global trade over the past decade has been driven by international
business travel
– One unit of business travel spend yields incremental industry sales of ten
units, a ROI of 10:1

Amadeus. 2010. Travel Gold Rush 2020. http://www.amadeus.com/amadeus/documents/corporate/Travel-Gold-Rush-2020-EN.pdf (accessed April 2012)
The Return on Investment of US Business Travel, Oxford Economics (2009))

The Future Business Traveller
• Business travel volume will remain stable or grow: Over 53% of travel managers
expect travel to remain stable over the next 12 months, while 35% expect it to grow –
many of those that expect growth are in emerging markets
• Mobile devices will be a key communication tool, while social media used by
some:
• According to PhoCusWright Inc., almost half (46%) of Smartphone users are
between the ages of 18 and 34 and three fourths are frequent business travellers
(5+ trips per year)
• 71 %of high and medium travel management spenders say their travellers use
mobile technologies, while low spenders are not far behind on 66 %
• Globally, 40% of travel managers already use social media tools as a source of
information for their own business activity, with another 4% intending to use them
in the next year. Travel managers in South Africa (68%) and the USA (54%) take
the lead. Travel managers remain reticent of using social media in Germany
(24%), Belgium (21%), Mexico (18%), France (16%) and Spain (13%).
AIRPLUS INTERNATIONAL TRAVEL MANAGEMENT STUDY 2012.
http://www.google.co.uk/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&ved=0CEQQFjAA&url=http%3A%2F%2Fwww.airpluscommunity.com%2Fdownload%2
F54%2F&ei=aEihT92oKc724QSigvmpCQ&usg=AFQjCNF7XjgTHH05U_5lCk8kwp8Ow592Og&sig2=Dq2hFeF9jTXRNLm5RBuqCw

The Future Business Traveller
•

Emerging economies will show strong growth in business travel:
• Nine out of ten global executive in China “agree” or “strongly agree” that
face-to-face business meetings are essential to their organisation’s
success and that business travel improves a firm’s chance of increasing
sales.
• Chinese and Brazilian executive report above-average returns on
business travel for securing new sales ( the average is 29% globally)

AIRPLUS INTERNATIONAL TRAVEL MANAGEMENT STUDY 2012.
http://www.google.co.uk/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&ved=0CEQQFjAA&url=http%3A%2F%2Fwww.airpluscommunity.com%2Fdownload%2
F54%2F&ei=aEihT92oKc724QSigvmpCQ&usg=AFQjCNF7XjgTHH05U_5lCk8kwp8Ow592Og&sig2=Dq2hFeF9jTXRNLm5RBuqCw

Fly Your Ideas Competition
•

Airbus, along with UNESCO ran a student competition in 2012 inviting

students to develop their most innovative air travel ideas.
•

The Airbus Fly Your Ideas competition was launched in 2010 and aims to o
inspire the next generation of engineers to channel the future of sustainable
air travel.

•

The 2013 high-concepts were inspired by a need for more energy friendly
air travel and included engines that run on methane, body heat-powered inflight entertainment, air hockey-inspired luggage movers.

Source: Daily Mail, 17/06/2013: http://www.dailymail.co.uk/news/article-2342951/Future-flight-flight-fancy-Students-showcase-futuristic-concepts-like-bio-fueled-jet-engines-body-heatpowered-cabin-lights-air-hockey-inspired-luggage-loaders.html

Fly Your Ideas Competition
•

The initial 618 submissions from 82 countries were whittled down to 100
teams for round 2.

•

The 5 finalists addressed the topics of energy, efficiency, affordable growth,
traffic growth, passenger experience, and community friendliness which
have been identified by Airbus as the six key challenges of the 21st century
for a sustainable aviation industry.

•

The vision of Malaysia’s team is a future where body heat powers small

electronic devices in the plane. The Malaysian team leader envisions a
plane where each seat is covered in the heat-to-electricity material.

Source: Daily Mail, 17/06/2013: http://www.dailymail.co.uk/news/article-2342951/Future-flight-flight-fancy-Students-showcase-futuristic-concepts-like-bio-fueled-jet-engines-body-heatpowered-cabin-lights-air-hockey-inspired-luggage-loaders.html

Fly Your Ideas Competition
•

The Australian’s Team CLiMA from the Royal Melbourne Institute of
Technology proposed the development of aircraft fueled by a blend of
biomethane and liquefied natural gas, called Bio-LNG.

•

India’s Team AVAS envisioned a jet engine exhaust that uses intelligent,
shape shifting alloys to reduce noise.

•

The team from Brazil proposed a luggage loading/unloading system for
airplane cargo compartments that create an aircushion to move baggage,

like the tiny jets of air that propel air hockey pucks. The team from Sao
Paolo won the competition - in addition to the award of 30,000 Euro, their
school will host Airbus experts for a week of workshops and training.

Source: Daily Mail, 17/06/2013: http://www.dailymail.co.uk/news/article-2342951/Future-flight-flight-fancy-Students-showcase-futuristic-concepts-like-bio-fueled-jet-engines-body-heatpowered-cabin-lights-air-hockey-inspired-luggage-loaders.html

Rising Pressure to Adopt
Innovative Travel Technologies
•

A new survey of more than 600 business travellers conducted by FlightView
suggests that airport and airline executives should get on board with
advanced travel technology. Key findings:

•

Mobile, day-of-travel notifications are critical for business travellers More than 94 % want the status of their flights pushed to their phones, 63 %
want to be notified about seat upgrade availability, and more than 70 %
want to receive an alert when their flight is boarding.

•

Airport and in-flight WiFi is unreliable, limited and frustrating - Only
28% of business travellers are satisfied with in-flight WiFi offered by airlines,
and 32 % are satisfied with WiFi availability in airports.

Source: FlightView, 07/23/2012: http://www.flightview.com/corporate/news/20120723-IncreasedPressure.aspx

Rising Pressure to Adopt
Innovative Travel Technologies
•

More business travellers want mobile boarding capabilities - More than
80 % of business travellers surveyed who haven't yet had access to mobile
boarding passes would have used them, had they been available.

•

Mike Benjamin, CEO of FlightView says that business travellers are pressed
for time and want access to new tools and technologies that make traveling
easier and more efficient.

•

Mobile Functionality & Self-Service Top Business travellers' Wish Lists

- Today's business travellers demand certain functionalities, information and
self-service options in mobile solutions that simplify the travel experience

Source: FlightView, 07/23/2012: http://www.flightview.com/corporate/news/20120723-IncreasedPressure.aspx

Rising Pressure to Adopt
Innovative Travel Technologies
•

Nearly 70 % (68.8) of business travellers want the power to rebook on another
flight using mobile apps.

•

More than 57 % want to view standby status and terminal maps on their mobile
phones.

•

About 36 % want to use mobile phones to purchase ticket upgrades and book
ground transportation.

•

50 % said walking directions to their next gate would be helpful when trying to
make the second leg of a connecting flight.

•

Benjamin says that airlines have a tremendous opportunity to generate more
ancillary revenue and traveller loyalty from their highest-spending customers
through mobile devices.

Source: FlightView, 07/23/2012: http://www.flightview.com/corporate/news/20120723-IncreasedPressure.aspx

Rising Pressure to Adopt
Innovative Travel Technologies
•

Flight Delays & Inaccurate Information Continue to Frustrate Business
travellers - Conflicting flight information is the number one source of
frustration for business travellers (37.3 %), followed by inaccurate or
unavailable updates on new departure times (35.7 %), and having no insight

into where the plane currently is and when it will arrive at the gate (27 %).
•

When flights are delayed, the airport experience could be improved by
offering free WiFi (46%), offering access to airline lounges (21%) and

showing where the delayed plane is located when it's not at the gate (17%).

Source: FlightView, 07/23/2012: http://www.flightview.com/corporate/news/20120723-IncreasedPressure.aspx

Technologies
•

Business travel is becoming increasingly about the traveller.

•

Wearable technology could have even greater impact if the smartphone can
become the same size as a watch.

•

It is expected that AR will become a part of business travel within 3-5 years.

•

Technologies providing real time information about a traveller’s surrounding,
including language translation, and improving efficiency in transit were rated
highest in Amadeus’ 2012 study.

Source: Buying Business Travel, 25/05/2013: http://buyingbusinesstravel.com/feature/2520834-technology-report-next-big-thing

Impacts of Technology

http://i.telegraph.co.uk/multimedia/archive/01605/travel-technology_1605811c.jpg

Impacts of Technology
•

Intelligent translation services and augmented reality applications that
overlay information about the physical world may become more prevalent –
allowing familiarisation with a destination, and giving real time information.
This could assist in a total traveller experience for business travellers,
facilitated and sold by the agent – including the software.

•

Augmented reality and gaming could bring alternative experiences to a
destination. The Berliner Mauer layer allows anyone to see exactly where
the wall once stood 21 years ago using the Layar app. An average of 175
unique users per week take a look at The Berlin Wall via Layar.

•

4G mobile service will allow travellers to have internet access on their
phone that is as fast as high speed broadband internet is on a desktop
computer today. This will allow complex tasks to be done much faster on a
mobile device, than they are currently, allowing a new range of tools to be
developed. Once there is a sufficient critical mass of 4G users, it will be
possible to offer location specific information and services for mobile
devices. Intelligent online travel guides, which may be crowd sourced,
become possible.

Amadeus. 2012.From Chaos to Collaboration. http://new.amadeusblog.com/wp-content/uploads/2012/01/From_chaos_to_collaboration.pdf (accesses May
2012)

Impacts of Technology
•

Intelligent passenger records gleaned from the digital breadcrumbs that
people leave behind will allow smarter tailoring of services and
personalization for travellers. Many travellers may not want to share large
amounts of personal information widely across the travel ecosystem and
choose instead to trust a travel agency with a well developed CRM system
to facilitate their needs. Managing large amounts of data will be a key skill

•

Digital payments by mobile wallet could provide important information on
expenditure patterns allowing cross-selling and customised deals to be
facilitated.

Amadeus. 2012.From Chaos to Collaboration. http://new.amadeusblog.com/wp-content/uploads/2012/01/From_chaos_to_collaboration.pdf (accesses May
2012)

Impacts of Technology
•

Holographic, telepresence, and haptics technology could make the virtual
meeting a supplement or a substitute for the real meeting.

•

Gesture interfaces, and flexible screens will change the way people travel and
experience a destination

•

Managed travel is changing from being driven by corporate mandates to allow
the traveller to become the advocate for the corporate travel program through
self service tools

•

Personalization, information sharing, mobility, employee centricity and
collaboration are the drivers for change in the industry. The travel agent is no
longer necessary for changing or cancelling bookings, reserving meals or other
personalization functions – these can already be done on a mobile device, and
this is likely to increase.

•

Travel companies have to rethink where and how they add value. They now
need to find how to service a new category of younger, technically savvy
travellers expecting a very different travel experience from their predecessors.

Source: Steinbrink.2011.‘PhoCusWright’s Whitepaper, The Next Generation of Business Travel.
’https://www.travelexperts.com/Portals/0/Whitepaper/The%20Next%20Generarion%20of%20Business%20Travel%20by%20PhoCusWright.pdf (accessed May
2012)

Impacts of Technology
•

The point of sale is now where ever the traveller is – no longer just on the
desktop or in the agency

•

Mobile technology and purpose built software impacts on expense reporting
and compliance making it easier to book, manage and record corporate
travel expenses – see Uber and HRG Insight as examples on the following
slides

•

Through mobile ancillary spending reminders or other information can be
‘pushed’ to corporate travellers – i.e. buying a pass to the lounge, or a
reminder that it is available for use

Source: Steinbrink.2011.‘PhoCusWright’s Whitepaper, The Next Generation of Business Travel.
’https://www.travelexperts.com/Portals/0/Whitepaper/The%20Next%20Generarion%20of%20Business%20Travel%20by%20PhoCusWright.pdf (accessed May
2012)

Corporate Travel Procurement
•

Technology allows direct connect to change business models, so airlines

can supply directly to travel management companies and circumnavigate
traditional Global Distribution Services
•

In managed business travel, this has the potential to impact a corporation’s
leverage with suppliers, transform the search process and force more open
sources of content.

•

Direct connects can expand a company’s leverage in negotiations.

•

In the future, the value of an airline corporate contract may be based on
revenue received from corporations’ delivering on market share hurdles,
ancillary spend and preferred method of purchase (not just traditional
transactions).

•

This shifts potential revenue for the corporation from traditional rebates to
incentives

Source: Steinbrink.2011.‘PhoCusWright’s Whitepaper, The Next Generation of Business Travel.
’https://www.travelexperts.com/Portals/0/Whitepaper/The%20Next%20Generarion%20of%20Business%20Travel%20by%20PhoCusWright.pdf (accessed May
2012)

•

Technology – notably automated systems for capturing spend from mobile

Apple’s iTravel

http://www.blogcdn.com/www.gadling.com/media/2010/08/apple-itravel.jpg

Choices Influenced by
Technology
•

OS trends shape consumer behavior. It has been nearly 2 years since Apple
filed the patent for iTravel, a comprehensive effort to capture the full cycle of
travel booking, itinerary management and airport check-in.

•

Also last year, RIM BlackBerry privately labeled WorldMate creating
BlackBerry Travel. These trends cannot be ignored, native OS travel apps are
set to disrupt traditional travel process.

•

Forward looking travel industry players are planning for the arrival of the OS
travel button to prepare for when it arrives on the market.

•

OS Travel Apps are combining with voice assistance software that will
fundamentally change not only the booking process but the search process
for travel destinations.

Source: Travel Tech, 08/03/12: http://www.traveltechnology.com/2012/03/how-os-travel-buttons-itravel-google-travel-will-change-the-mobile-travel-landscape
(accessed May 2012)

Choices Influenced by
Technology
•

By controlling front end search functions iTravel and other OS Apps present
enormous competition for direct service suppliers and other itinerary
operators.

Norm Rose, technology travel consultant argues:
“A major weakness in the way many travel companies have approached mobile
is to simply bring web functionality to the mobile platform
without recognizing that mobile plays a different role in the travel process.”
•

These services attune to location, relevance and context. Native OS
travel buttons will offer superior experience to the user by taking advantage
of this triage.

Source: Travel Tech, 08/03/12: http://www.traveltechnology.com/2012/03/how-os-travel-buttons-itravel-google-travel-will-change-the-mobile-travel-landscape
(accessed May 2012)

Gtrot
•

•

•
•

•

•

Founded in 2009, Gtrot (globe trotting) brings together expert reviews powered
by Let’s Go, Inc with social media recommendations from Foursquare, Twitter,
Facebook, Flicker and Pininterest to inform travellers about the city they are
visiting - creating personalized, online social travel guides for trip planning
Originally launched from Harved, using the invite only model of Facebook and
became popular among the Ivy League universities – going public in 2010
It won the Deloitte Award for Travel Innovation: Social Media Category at the
2011 PhoCusWright Travel Innovation Summit
It tracks Restaurants, nightlife, concerts, and deals in a given city and allows
you to follow others who live there, and create your own collection of favourite
spots in a city - essentially utilising user curated content
Gtrot is used to share travel plans and tips with Facebook friends, the site also
alerts travellers to friends with overlapping plans, and allows users to find
friends who have been to their intended destination
Currently shares in 40 000 cities worldwide

About Gtrot. https://gtrot.com/about (accessed May 2012)
Newswire.April 2011. http://www.newswiretoday.com/news/88277/ (accessed may 2012)

Gtrot
•

Gtrot organizes data shared by users’ Facebook friends – like education
history and check-ins – to map their current locations and places they’ve
been.

•

When a user shares a trip to Paris, for example, Gtrot can help them
collect the best advice by connecting them with friends who live there, and
friends who have travelled there before.

•

The highest adoption is among those that are 18 – 30 years old, who
regularly use Facebook

•

It had 20 000 users as of April 2012 and is fast becoming more than a travel
organising tool - the way it is being utilised by its small base of users is
increasingly as a local discovery tool

Tnooz. May 2011. http://www.tnooz.com/2011/05/12/tlabs/tlabs-showcase-gtrot/ (accessed May 2012)
FastCompany. April 2012. http://www.fastcompany.com/1830201/web-life-is-swift-social-travel-planner-site-gtrot-pivots-now-a-local-discoverytool (accessed May 2012)

Business Dashboards - HRG Insight

http://www.tnooz.com/wp-content/uploads/2012/02/hrg-insight.jpg

HRG Insight
•

Interactive mapping and reporting tool provides vital travel data for corporate clients such as
spend, personnel and high-risk areas, on an interactive map

•

This allows information such as where their travellers are, where they are going to, where they
have been, and the most used routes to be seen quickly and easily

•

The system operates as an online service, optimised for use on tablet and mobile devices, giving

clients the freedom to manage, organise and make informed decisions about their travel
management programme anywhere anytime
•

The database that runs the system allows users to capture pre and post travel data in one place.
This allows travel managers to budget by providing a view of all forecasted and committed travel
spend.

•

The online report library allows each user to set up a range of made to order reports, such as
specific spend in a certain area, or on a range of routes, and can choose the date and frequency
to suit them; they can also choose to deliver a report to a group within their organisation

•

As the mapping technology allows all travellers whereabouts to be seen at once, emerging
security concerns or incidents that might place travellers at risk can be identified quickly

HRG.February 2012. http://www.hrgworldwide.com/Media/Press-Releases/Pages/HRG-unveils-the-future-of-business-travel-data-management-innovativereporting-and-mapping-tool-HRG-Insight.aspx

Uber
•

App pioneered by a San Francisco start-up allows users to order a taxi
cab on their Smartphone. Launched in June 2010, the service has grown
to Seattle, Boston, New York, Chicago. In December 2011 it expanded to
Paris.

•

The business received over $11 million in funding from Benchmark
Capital in February 2011

•

As of December 2011 the service was generating:
– Over $100 average spend per rider per month

– Over 34% month on month growth, which was accelerating
– Rolling out the service to 1 city/month in Q4 going to 2 cities/month in
2012
•

The company captures all of its data on users as everything is done
digitally – allowing them to produce some very interesting analytics they
post to their blog, such as which city is catching the most early morning
rides home after failing to make it back the night before...

Black. 2011. Your future car service. http://www.inc.com/business-travel-2011/uber-your-future-car-service.html (accessed May 2012)
Uber blog.March 2012. http://blog.uber.com/2012/03/14/clear-and-straight-forward-surge-pricing/ (accessed May 2012)
Uber blog December 2011. http://blog.uber.com/2011/12/07/were-going-global-with-big-funding/ (accessed May 2012)
Arrington. February 2011. http://techcrunch.com/2011/02/14/huge-vote-of-confidence-uber-raises-11-million-from-benchmark-capital/ (accessed May
2012_

Uber
•

Uber works as a dispatch service, using software and an iPhone located in
participating cabs to locate the closest cab and send the user an estimated
pick up time via SMS. The cab can then be monitored on GPS through the
users phone until it arrives, when the user receives a second SMS.

•

When you sign up for the service, you can link it to your business credit
card, and have the trip and tip paid for automatically, and a receipt e-mailed
to you for business expenses. User’s trip log is also kept on the website, in
case they need to go back to it later for business expense purposes.

•

During high demand times, such as Christmas holidays, surge pricing is
applied and the rate of the ride is multiplied – this can be seen on the app
and the ride can be accepted or cancelled through the app.

•

Cancellation can be made up to 5 min before the ride to avoid a fee

Black. 2011. Your future car service. http://www.inc.com/business-travel-2011/uber-your-future-car-service.html (accessed May 2012)
Uber blog.March 2012. http://blog.uber.com/2012/03/14/clear-and-straight-forward-surge-pricing/ (accessed May 2012)
Uber blog December 2011. http://blog.uber.com/2011/12/07/were-going-global-with-big-funding/ (accessed May 2012)
Arrington. February 2011. http://techcrunch.com/2011/02/14/huge-vote-of-confidence-uber-raises-11-million-from-benchmark-capital/ (accessed May
2012_

The Future of the Travel Agent
•

Travel agents were impacted by the 2008 recession, as was the entire
industry, when numbers of travellers dropped

•

Bookings are now increasingly done through the internet as opposed to
using face to face agents and 64% of people surveyed expect to primarily
use online bookings by 2015

•

2010 face to face agents were only 1/5th of the number they were in 1995

•

However, a recent report by PhoCusWright found that traditional travel
agencies accounted for nearly $95 billion in travel sales in 2011, and that
corporate agencies, now account for nearly three-fourths of all travel agency
bookings

Amadeus. 2010. Travel Gold Rush 2020. http://www.amadeus.com/amadeus/documents/corporate/Travel-Gold-Rush-2020-EN.pdf (accessed April 2012)
Travel Pulse. March 2012. PhoCusWright Study Documents Value of Travel Agents. http://www.travelpulse.com/phocuswright-study-documents-value-oftravel-agents.html. (accessed May 2012)

The Future of the Travel Agent
•

•
•

•

•
•

Amadeus expects that agents could focus on demand for underlying
product, such as transport, communications, and personal services - and
provide added value through developing total travel solutions for the
customer
Cross-selling ancillary services on a commission based model could provide
additional revenue for travel agencies
As airlines also look to ancillary revenues, such as hotel, car and
accommodation booking fees, could they blur the lines between agent and
airline, becoming a new source of competition?
Will airlines share their ancillary revenues with travel agents who book
these for the airline, perhaps through integrated choice packages that
include both?
The travel agent as ‘experience centres' and ‘lifestyle managers’ providing
high margin services to consumers at home and abroad.
This change may mean embracing the booking of hotel rooms and video
conferencing as a service – viewing this change as merely another way of
facilitating business meetings, rather than a move away from travel services

Amadeus. 2010. Travel Gold Rush 2020. http://www.amadeus.com/amadeus/documents/corporate/Travel-Gold-Rush-2020-EN.pdf (accessed April 2012)

The Future of the Travel Agent
•

Providing seamless travel may also including selling apps, location-specific
software , or additional personal to assist travellers on arrival or in their
destination

•

Time-poor travellers may be willing to pay large amounts to have bookings
made, complex information managed, and details organised for them

•

As the demographic of the corporate traveller changes (aging population,
growth of Asian middle class), services will need to change too.

Amadeus. 2010. Travel Gold Rush 2020. http://www.amadeus.com/amadeus/documents/corporate/Travel-Gold-Rush-2020-EN.pdf (accessed April 2012)

Hot Points for Corporate Travel in
the Next 10 Years
•

The business tourist – as work life balance becomes more important, and
men take on more household chores as women take on more paid work,
business travellers want to be compensated for the disruption that travel
imposes on their lives. This could be through taking a holiday at the
destination before or after the business is done. Turning business travellers
into business tourists.

•

56% of business travellers want a ‘home away from home’ when they travel
– frequent travellers agree more with this sentiment than occasional
travellers.

Amadeus. 2012.From Chaos to Collaboration. http://new.amadeusblog.com/wp-content/uploads/2012/01/From_chaos_to_collaboration.pdf (accesses May
2012)

Competitor Innovations

http://www.hoteliermiddleeast.com/pictures/timeup.jpg

Click Travel

Ferdinand the frog – the Click Travel’s virtual employee who you can ‘friend’ on
Facebook for special deals and updates
http://clicktravel.typepad.com/.a/6a0120a948902d970b014e86de5141970d-320wi

Click Travel – Innovative Systems
for Corporate Buyers
•

The company is built around cloud based online travel bookings, designed in-house
by a dedicated developer team - they provide a system that brings all the
necessary travel content together into a single set of search results and a uniform
booking process.

•

Because the system is designed and run in-house it can bring together hotel
content from providers such as HRS.com, Bookings.com, Premier Inn and
Travelodge alongside traditional GDS content, low cost airlines such as Easyjet,
Flybe and Jet2 alongside every scheduled carrier, as well as Click Travel’s own
integrated rail platform, offering access to the whole of the UK rail network. This
gives our clients considerable choice, when booking, and may help drive down
costs.

•

The single platform approach also makes delivering management reporting and
analytical data, cost centre data , travel policy compliance, travel approval, and
invoicing in all run by one company through a single system

About Click Travel. 2012. http://www.clicktravel.com/about-us/our-history.html (accessed May 2012)
Case studies, Click Travel. 2012. http://www.clicktravel.com/case-studies.html. (accessed May 202)
Click Travel’s blog. http://clicktravel.typepad.com/blog/ (accessed May 2012)

Click Travel – Innovative
Systems for Corporate Buyers
•

Launched a rail booking system (OpenRail) in 2011 using front end software, as
opposed to the backend software all other systems in the UK currently use

•

Cafe Nero moved from using an entire travel management team for their
bookings, to having 90% of their travel booked through Click travel’s online tool,
cutting costs for Nero

•

Traveller Tracking provides real time visibility of every traveller within a company,
whether they booked travel using the Click Travel network, third party web
booking system or on the telephone.

•

A broadcast message feature of Traveller Tracking, allows travel managers can
now send instant updates to travellers via email or SMS about disruptions or
itinerary changes

About Click Travel. 2012. http://www.clicktravel.com/about-us/our-history.html (accessed May 2012)
Case studies, Click Travel. 2012. http://www.clicktravel.com/case-studies.html. (accessed May 202)
Click Travel’s blog. http://clicktravel.typepad.com/blog/ (accessed May 2012)

Innovation by Travel Agents ORTG

http://blog.deem.com/wp-content/uploads/2011/11/Innovation-compass3.jpg

Innovation by Travel Agents ORTG
•

Online Regional Travel Group (ORTG) – online and offline travel specialist for corporate and
leisure travel

•

Operating in the three UK Crown dependencies of Jersey, Guernsey and the Isle of Man.

•

The CEO sees as “ an IT company in travel rather than a travel company in IT’’

•

Turnover in 2011 was £46 million, with plans to grow to £100 million over two years through
acquisitions

•

ORTG plans to use technology to bring multiple companies together under one umbrella, by
migrating content across through front end systems, without changing the system the sales
team of the company they buy uses.

•

One of these systems is a back-office functionality for the Guernsey Health Department’s

travel arrangements. The system automates the raising of invoices, statements and the
reconciliation of payments. It does away with accounting bureaucracy, by allowing payments to
be taken directly from the dependency’s account by ORTG. This frees up administrative
capacity and reduces overhead costs to ORTG. This system is planned to roll out to corporate

clients in the future.
Innovation case study: Online Regional Travel Group. March 2011. http://www.travolution.co.uk/articles/2011/03/16/4481/innovation-case-study-online-regionaltravel-group.html (accessed May 2012)

Innovation by Travel Agents ORTG
•

ORTG estimates that they spend £150 000 - £200 000 per year on IT, including
a team of three in-house developers.

•

However this pays off and they estimate that they run at a profit margin of
roughly three times the industry average. 2.5%-3% as opposed to an industry

average of around 0.8%
•

Justtheflight.co.uk, their customer facing website sells about 40 000 flights a
year with a turn over of £15 000 and growing.

Innovation case study: Online Regional Travel Group. March 2011. http://www.travolution.co.uk/articles/2011/03/16/4481/innovation-case-study-online-regionaltravel-group.html (accessed May 2012)

Travel Supplier Innovation – No 1
Traveller
•

No 1 Traveller – is the first and only company in the UK to provide corporate
travellers with an end to end service, picking travellers up from the office or
home, fast tracking them through security, and providing an airport lounge
service while they wait for their flight.

February 2011. Press Releases from the Business Travel Show. http://www.businesstravelshow.com/en/press/pressreleases/11-0208/BUSINESS_TRAVEL_MEETINGS_SHOW_2011_ANNOUNCES_INNOVATION_AWARD_WINNERS.aspx (accessed May 2012)

Additional Sources
•
•
•
•
•
•
•
•
•

•

•

Genetic profiling - https://www.23andme.com/
X Prize - Breakthrough innovation projects - http://www.xprize.org/
Google brain uploading - http://digitaljournal.com/article/352787
Brain mapping projects - http://www.technologyreview.com/news/513011/why-obamas-brainmapping-project-matters/
Global Future 2045 (immortality) http://2045.com/
Human enhancement - http://en.wikipedia.org/wiki/Human_enhancement
Wearable technology – Google Project Glass - http://www.google.com/glass/start/
Emotiv Epoc Brain-Computer Interface - http://www.emotiv.com/
AI Essay Grading Software - http://www.nytimes.com/2013/04/05/science/new-test-forcomputers-grading-essays-at-college-level.html?pagewanted=all&_r=0
Crypto currencies –
– http://www.abc.net.au/technology/articles/2013/09/25/3855973.htm
– http://en.wikipedia.org/wiki/Cryptocurrency
– http://en.wikipedia.org/wiki/List_of_cryptocurrencies
Autonomous cars – http://www.engineering.com/DesignerEdge/DesignerEdgeArticles/ArticleID/6357/TeslaWorking-on-Autonomous-Car.aspx
– http://www.popsci.com/cars/article/2013-09/google-self-driving-car

